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'59's First National Nielsen shows 

ABC Television gained more 
homes by far than the other 
two networks combined!., 
has the most programs in 
Nielsen's Top Ten*.*..wins top 
ratings most nights of the 
week! To our sponsors, who 
make it all possible, our thanks. 

ABC TELEVISION 

"National Nielsen Average Audience per minute all sponsored 
programs Sunday through Saturday 7:30-10:30 PM, NYT. for 
two weeks ending January 10, 1959 vs a comparable period, 
1958,**National Nielsen Average Audience I January Report, 1959, 





HOW Y&R'S 
NEW MEDIA 
SETUP WORKS i; 

iMedia v. p. 'Pete" Mat- 
thews explains what 
the recent shifts mean. 

A SPONSOR exclusive 
Page 29 



Will beer put a 
head on its 
advertising 

Page 31 

Why radio spot 
needs a real 
'housecleaning' 

Page 35 

New car woes 
boom market 



This 
is 

Pittsburgh 



H. J. Heinz II, chairman 
of the Pittsburgh companTj that made 
''57 varieties'* an international hyivord. 





It takes some knowing to sell Pitts- 
burgh, city of good food, good steel, 
good news, good living. No other sta- 
tion knows Pittsburgh and sells it like 
KDKA-TV. How can we help you sell 
Pittsburgh? 



A' 



lews 



Represented by PGW 

Westinghouse Broadcasting Company, Inc* 



Bill Burns, KDKA-TV's newscaster 
extraordinary with a phenomenal 
75% share of audience. 




Mrs. Enid Jones, Homemaker, one of 
U.5 million people reached by KDKA-TV, 
far and away number one in Pittsburgh, 



RUSS VAN DYKE MARY JANE CHINN 




WIN DOUGLASS 



RON SHOOP BILL JOHNSON 




WALT RENO TED HAZARD 



THIS IS TELEVISION 
IN DES MOINES 

lowa^s lively center 
of business activity 



ON CAMERA! That's the way this "know-how, go-now" station 
keeps pace with all that's going on now in Des Moines. "Now" television 
. . . "this minute" television . . . spontaneous . . . vital . . . television that 
dominates this big-money, free-spending market. 

THE ENTHUSIASM FOR KRNT-TV's "MAN ALIVE!" 
PROGRAMMING creates enthusiasm for advertised products . . . 
generates buying excitement that shows up on the cash register. Buy 
the station most people watch most . . . the station far more people de- 
pend on for accurate news . . . the station with the most believable 
personalities, according to Central Surveys, Inc. 

YOUR CAMPAIGN IS LI VE ... LIVELIER ... LI VELIEST 

. . . sure of success when you place it on KRNT-TV, CBS-affiliated to give 
viewers an eyeful ... so ably represented by Katz. Complete program 
listings every month in SRDS. 




THE DES MOINES TELEVISION MARKET: 

KRNT-TV effectively cavers 41 of the richest counties in Iowa with 324,000 
homes, 88.4% of them with one or more TV sets. Retail soles $1,229,064,000. 
Focts compiled from Television Mogozine Morket Doto, 1958, and Survey of Buying 
Power, 1958. 



You've Got A Live One When You Buy 

K R N Tc^fT V 
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DIGEST OF ARTICLES 

What Y&R's new media changes really mean 

29 exclusive iSPOXsoR inten'iew with v.p. '"Pete" Matthews explains the 
recent organizational shifts which have caused so much trade talk 

Beer: advertising is fermenting, too 

31 The hrewing industry currently spends about $200 million a >ear on ad- 
vertising, of which tv ^ets lion's share. What's the future picture? 

Why spot radio must clean house 

35 l^art 111 of sponsor's $500 Million Flan for radio spot outlines six, 
wasteful inefficient business practices which are impeding the medium 

New car woes boom muffler market 

38 S^* ^ "^^* kind of advertiser when fuel additives began to eat away 
muffler parts. Here's the way Mareniont solved its marketing problems 

How to compare radio stations 

40 Afinneapolis agency develops "evalnator" to compare local station on 
basis of 26 factors. Audience size is one factor but an important one 

No tv ads, fewer Parti-Day sales 

42 Wholesale shipments of dessert topping in Louisville, Phoenix, where 
no advertising is used, run considerably lower than in Green Bay area 

Spot radio brews tea to taste 

42 McCormick's likes the d.j.'s personalized touch to swing male preference 
to tea; sell west coast listeners on year-round appeal of ieed beverage 

SPONSOR ASKS: How can commercial film producers 
improve their services to agencies? 

46 As agencies face new commercial film production problems, a film man 
and admen discuss ways to streamline producers' services to agencies 
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Jffour Salesman on Sight in the Southeast's Biggest Rich Market 

WHERE RETAIL SALES TOTAL $3,078,943,000 




TELEVISIOH 

l¥fNSTON-SALEM 



Put your salesman in a market where sales are 
popping at the retail level to the tune of more than 
3 billion dollars ... the 75- county WSJS market. 




^ Wxmton-^alem 
|J[]J for \ Greemboro 
^ High Point 

Coll Hcadlcy-Rccd 
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Turn Right 
at the Big Dipper 



Couriers passing through Central Ohio report some 
unrest. Our moderii-day Mareo Polo finds the 
earth's limits too eonfining: they fit too snugly 
around his dreams. So, via his favorite television 
station, he shoots far into space where there's really 
room to stretch and grow. 

When outer space, the playground of Peter Pan 
and the Wizard of Oz, suddenly beeame an in- 
ternational arena, a programming chain reaetion 
started at WBNS-TV. Now it is our exeiting lot 
both to inform and entertain this spaceman and 
his fellow adventurers. 

Our "Man and Space" series presented missile 
and astronomy experts from Ohio State and Ohio 
Wesleyan Universities. They shared their knowl- 
edge of spaee progress from asteroids to zero count- 
down. The subjeet created so much interest our 
entire supply of 5000 space age news maps sold 
out immediately. To add to the exeitement, the host 
of our daily ^'Explorer" show originated a model 
rocket building contest. Audience response was 
so impressive he earned a speeial Army Air 
Foree eitation. 

Although we've been programming with our head 
in the elouds, our feet are still firmly planted on 
the ground in Central Ohio where we were horn and 
raised. A measure of our stature with 2,000,000 
neighbors is this feedbaek from Madison and 
Michigan Avenues: "// you want to be seen in 
Central Ohio — WBA'S-TVr 



WBNS-TV 

CBS Television In Columbus, Ohio 

Affiliated with The Columbus Dispatch, The Ohio State 
lounial and WHSS Radio, Represented by JUair TV, 316 hw 




HOW TO WIN 
FRIENDS AND 
INFLUENCE SALES 



by 

Berf Ferguson 
Exec. Vice-President, 

WDIA 




Weljster's dictionary defines pow- 
er as the "possession of sway or 
controlling influence over others." 
I^liis definition descrihes perfectly 
the medium that dominates sales 
contact with Negroes in the Mem- 
phis market area — Radio Station 
WDIA! 

WDIA, Memphis' only 50,000 
watt station — Americans only 50,000 
wall Negro slation ■ — was the first 
radio station in the region to pro- 
gram exclusively to Negroes. Its 
all-Negro staff comhines powerful 
personal ap])eal with high-powered 
salesmanship. The Negro listener 
responds with staunch loyalty- — he 
firsl listens to WDIA. then buys! 

BIG BUYING MARKET 

And what a market WDIA cov- 
ers ! WDIA reaches — and sells — 
1,237,686 Negroes. Almost 10% of 
the Negro population of the entire 
country. 

Last year, Negroes - — who com- 
prise over 40*?^ of the Memphis 
market area — earned $616,291,100, 
and s])ent oO^/ of this income on 
consumer goods. 

WDIA consistently carries more 
national advertisers than an\ other 
radio station in Memphis! The list 
includes: PROCTOR & GAMBLE 
. . . GENERAL FOODS . . . GROVE 
LABORATORIES . . . CARNA- 
TION MILK . . . BRER RABBIT 
SYRUP . . . FOLGEirS COFFEE 
. . . LEVER BROS. 

We'd like to tell you about proof 
of performance in your own line. 
Drop us a line today. Let us show 
you how WDIA can be a high pow- 
ered selling force for you ... in 
this big buying market! 



TOP RATED BY NIELSEN 
AND ALL OTHER 
AUDIENCE SURVEYS! 



WDIA Is Represented Nationally 
by John E. Pearson Company 
ECMONT SONDERLINC, President 
ARCHIE S, CRINALDS, |R., Sales Manager 
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NEWSMAKER 
of the week 




Tremors of exciteitieiit (iiid trepidation swept Madison Ave. 
and Soap St, last iveek as Lever Bros, made a single move 
ivhich shifts marketing and advertising to new levels of im- 
portance in soaps, Tliat move: elevation of Henry Schachte 
from ad v,p, to executive v,p,^ No, 2 in the consumer picture. 

The newsmaker: Henry M. Schachte takes on a newly 
created job at Lever's shiny glass house on New York's Park Ave., 
one which may well prove to be cosmic in its sudsy implications. As 
executive v.p. in charge of the three consumer marketing divisions — 
Lever, Foods, Pe])sodent — he'll l^ear complete and direct responsi- 
bility for the consumer program and sales of some 30 branded items. 
The move excites Lever's seven ad agencies and observers, may 
well spur introspection b) Colgate and others still of the "old 
school" which put product men ahead of marketing and ad men. 
Lever's new marketing strategy 
places greater stress and responsi- 
bility on marketing, moves an ad- 
man ahead of product managers 
who sit in the cat-bird seat at oth- 
er soaps. This puts Mr. Schachte 
in the driver's seat over a higli- 
riding budget ( tv alone last year 
approximated $38 million). 

Another shuffle: Sam Thurm 
becomes advertising v.p. from man- 
ager of advertising services. (See 
Radio and Tv Newsmakers, page 
70.) 

The outlook: a progressive, 
hard-hitting, streamlined market- 
ing-advertising operation with Mr. Schachte's role that of No. 2 man 
in consumer marketing. He's had a distinguished and fast-moving 
career since he started as an industrial copywriter for General Elec- 1 
trie after being graduated from Williams College in 1935 (his father 
was a G.E. engineer). His most recent ad roles: account executive at 
Y&R, advertising director of the Borden Co., and senior vice presi- 
dent of Bryan Houston, from which he resigned to go to Lever. He 
was elected advertising v.p. in 1955 and a director the following year. 

He divides his time between a home in Westport, Conn., and a city 
apartment, spends many of his off-hours reading (history, especially) 
and soliciting funds, guest lecturing for the tv and radio courses at 
Emerson College in Boston, of which he is a trustee. His son, Peter, 
24, is a senior there (the other children: Judy, 22; Henry Jr., 21, 
and Susan. 17). He's board chairman of ANA, director of the Ad- 
vertising Council, past chairman of the Advertising Research Foun- 
dation, member of the Fairfield Hunt and the WilHams Clubs. ^ 



Henry M. Schachte 
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NEWSMAKER STATION of the WEEK 

WPTR appoints EASTMAN 




50,000 PEOPLE WATTS 

iN THE ALBANY, TROY, SCHENECTADY MARKET 



Simple facts: — First in metro pulse. First in the 10- 
county area pulse. First with advertisers, too. 

More advertisers place more business on WPTR than 
t on the next 2 stations combined! More local advertisers 
spend more money on WPTR than on the next 3 stations 
put together. 





robert e. eastman & co., 



inc. 



national representatives of radio stations 



NEW YORK: 

527 Madison Avenue 
New York 22, N. Y, 
PLaza 9-7760 



CHICAGO: 

333 N, Michigan Ave, 
Chicago, Illinois 
Financial 6-7640 



SAN FRANCISCO: 

RussBldg. 

San Francisco, Cal. 

YUkon 2-9760 



DALLAS: 

211 North Ervay BIdg. 
Dallas, Texas 
Riverside 7-2417 



ST. LOUIS: 

Syndicate Trust BIdg. 
915 Olive St, 
St. Louis, Missouri 
CEntral 1-6055 
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COLUMBUS, GEORGIA 



•^eTV 

Market 



W County Area 



SALES MANAGEMENT 1958 
POPULATION 1,095,200 
FAMILIES 268,300 
EFF. BUYING INCOME $1,256,409,000 



It's Nice To... 




What You're Getting! 



• BAlANaO PROGRAMMING 

• AUDIENa RATINGS 

• COVERAGE 

• COSn PER THOUSAND 

• TRUSTWORTHY OPERATION 






Statiqp; 




WRBL-TV 




CALL HOLLINGBERY CO. 
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hy Joe Csida 




Sponsor 
backstage 



Blindsville, U. S. A. 

1 think it was Jack Gould on Dave Susskind's 
Open End gabfest last Sunday (25 January) , who 
referred to the traditional day of rest as the day 
on which tv represents an "intellectual Ghetto." 
The eminent Neiv York Times video critic was 
reiterating the oft-made point that there are quite 
a few more shows to stir the thought and con- 
science of the viewer on Sunday than on any 
other day of the week. 

But Sunday is much more than that. It is one helluva day on the 
television screen and I, for one, am quite content that no other day 
of the week quite matches it. When, as and if the rest of the week 
conies up to the Sunday par for programing we are going to be in 
for trouble. Men will be neglecting their jobs; women their homes 
and children; children their school affairs. And we'll, all of us, have 
red, aching eyeballs. 

There's nothing Mrong with this tv fare 

Sunday before last is a fairly good example. Came about 1 a.m. 
of that Sunday night (Monday morning, to be technical) and I w^as 
wide open for a good buy in a Seeing-Eye dog. At 2 p.m. I believe it 
was, the Boston Celtics had played the St. Louis Hawks in the NBC- 
NBA basketball game of the week. Each of these clubs leads its 
division of the National Basketball Association, and each features in 
its line-up basketball magicians of the calibre of Bob Cousy, Bill 
Sharman, Boh Pettit, etc. Watching them play against each other is 
a rare treat for any sports fan. 

The ball game was followed by a show in which various members 
of Congress discussed problems facing the legislature in the immedi- 
ate future. Since Mikoyan w^as going to be grilled on Meet the Press 
at 4:30, I didn't watch the Congressional show, but intermittent at- 
tention to the audio indicated it was a thought-provoking and stimu- 
lating 30 minutes. When Lawrence Spivak and company went to 
work on the Russian First Deputy Premier, I didn't unglue my eyes 
from the set once. I was utterly fascinated by the Red wheeFs every 
word and gesture. I was particularly enchanted to see that he ap- 
peared to be at his most nervous — he made that odd, kissing motion 
with his lips at an increasingly accelerated pace — when they asked 
him about whether Kruschev hadn't adopted the cult of personal 
power to quite as strong a degree as had Stalin before him. Mikoyan, 
it seemed plain to me. was loathe to discuss the boss's personal 
strong-armisms. 

Following Mikoyan came the Omnibus presentation of the S. J. 
Perlman satire on Hollywood. And then from seven to eight, the 
presentation of the Agatha Christie classic murder mystery. Ten 
Little Indians. At that point my wufe and I again bathed our eyes, 
had dinner, and were back before the tube promptly at 10 p.m. to 
participate in the Dave Susskind sortee with Truman Capote, Dorothy 
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TAMPA 




85,000,000 boxes of sweet, sun-ripened Florida oranges are on 
the move , , . by truck, train and steamship , . . out of Florida's 
rich groves into the North's important market centers. Citrus is 
big business, with Florida now supplying 70% of the nation's 
annual output . . . and it's big business for the many growers 
and packers in the citrus belt around the MARKET ON THE 
MOVE . . , TAMPA - ST. PETERSBURG. 

Capture this thriving, prosperous market with the STATION 
ON THE MOVE— WTVT— first in total share of audience* 
with 34 of the top 50 programs. WTVT, with highest-rated 
CBS and local shows, blankets and penetrates the MARKET 
ON THE MOVE . . . TAMPA - ST. PETERSBURG, 

*Latest ARB 



plant of Snivcly Groves^ 

Florida^s largest producers of oranges, 

grapefruit and tangerines. 



station on the move . . . 




TAMPA - ST. PETERSBURG 



CHANNEL 



The WKY Television System, Inc. 

WKY-TV WKY-RADIO WSFA-TV 

Oklahoma City Oklahoma City Montgomery 



Represented by the Katz Agency 
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DYNAMIC ACTION 

FOR THE 
ENTIRE FAMILY! 




Thrilling stories of long-haul 
truckers at home and along 
the highway. 

In a brand-new series that 
brings you heart-in-your 
mouth adventure with 
plenty of heart. 

Created and produced by 
Robert Maxwell, famed 
creator of LASSIE, 
CANNONBALL will ride your 
way with big audiences and 
increased profits. 

INDEPENDENT 
TELEVISION 
CORPORATION 

' 488 Madison Ave.*N.Y. 22*PLaza 5-2100 




Sponsor backstage continued 



i 



i^arker and Norman Maiiler. At 1 a.m., as I said, we groped our way 
bedward. And thanked the patron sahit of electronics that Monday, 
Tuesda), Wednesda), Thursday, Friday and Saturday had not yet 
caught up with Sunday from a standpoint of tv programing. 

It is sheer coincidence that all the programs I referred to above, 
excepting of course, Susskind's Open End, v.ere on NBC TV. It just 
happened on that one Sunda\ that we preferied the NBC fare to that 
on CBS TV. Any given Sunda) Ed Murrow's Small World, Tiventieth 
Century or an) number of other CBS shows might get our viewing 
vote. And be mindful, please, that I haven't even mentioned the big 
standard rating-getters of the day such as the Ed Sullivan Show, the 
Steve Allen Show, Maverick, G,E. Theatre, Alfred Uitchock, Loretta 
Young, or What's My Line. 

Sunday night, of course, at 10 p.m. Dave Susskind on New York 
local chainiel 13, WNTA-TV comes up with a collection of guests 
often worth spending a few hours with. The Capote-Parker-Mailler 
talkathon, for example, was truly fascinating. Rarely has as pure, 
complete, whole and dedicated a writer as Capote spoken out so 
uninhibitedly on television. And rarely, too, has a writer stood so 
nakedly sophomoric and shallow as stood Maiiler on the same show. 
Miss Parker was intelligently restrained, and Susskind handled the 
whole evening in his usual firm manner. 

Has Pat flipped his lid? 

Last Sunda) s Susskind soiree was something else again. Dave's 
guests were the aforementioned Tirnes^ Jack Gould and Sylvester 
"Pat" Weaver, and the three of them bludgeoned television mightily. 
Onl)' Gould consistently pointed out that there were many fine aspects 
to television, and that in many areas it was doing an excellent job. 
I have \\ritten at least 10,000 words in praise of Weaver, and my 
admiration for him is fairly well known. On Sunday's performance, 
however, 1 must say 1 believe he may be flipping his lid. His adamant 
position was that ver) little of any consequence happened in tcle- 
\ ision prior to his ascendancy to the presidency of NBC, and literally 
nothing of a meaningful nature has happened on the air since his 
departure. He struck me as unduly and inexcusably bitter about the 
whole thing, and he uttered one dogmatic hunk of nonsense after 
another about the several mysterious plans he had concocted to save 
television from itself, and the horrid men who were running it with 
nothing in mind but making money. At one point he indicated he 
couldn't talk about a certain 'plan he had because "we don't know 
who might be looking in and listening." But he did indicate toward 
the tail end of the show that he was considering asking the public to 
send him SI per person so that he could put on four consecuti\'e 
hours of ''great ' television entertainment. He had worked it out 
somehow that he might get $24,000,000. The people weren't to get 
anything for their dollar. exce])t the satisfaction of knowing they had 
made it possible for Pat to put on his "dream" shows. 

Along the w^a)' Westerns came in for quite a rapping. Susskind 
did not point out that the first major show Pat bought upon leaving 
NBC TV — in his new capacity as tv consultant to Kaiser Aluminum 
— was a very high rated program called Maverick. I really hope they 
keep Pat out of there. Like 1 said, if tv gets much better, it's Blinds- 
ville, for sure. 
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Maybe .some folks tlon't take kindly to our kind ot radio. 
Well, to each his own ! 

And KBIG has its "own!' KHIG listeners are the hipher-income, 
convincible prospects who spend more for jroods and services. 
This is a profitable radio coverajre. . . a orA ''ablr-to-hinf adult 
audience (Pulse) in 234 Southern California market area.s. 
Use the refreshing sotmd of KKIG to sell the ripht people.., for 
71":^ /rs.s- than the averajre cost of stations with comparable reach. 



The Ixffrcshinif Sound of Riulio. . . 7'tU Kc/Jo,n()i) ivatt.'i 
JOHN POOLE BROADCASTING CO., INC. 

G.540 Sunset Boulevard, Los Anj^oles 28, ralifornia 

National Repres«nUtiv0i : WEED & COMPANY 



HOllvwood ^-3205 




listenin 
to that 
there 
KBIG' 



Raleigh-Durham 
the Nation's 




Radio Market 

has Greater 

RETAIL 
SALES 

than the 10th 
Metropolitan 
Market 





28th Radio Market - WPTF 
$2,545,732,000 

28th Metropoliton Market 
$816,675,000 

10th Metropolitan Market 
$2,503,361,000 



I 
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Timebuyers 
at work 




Edna S. Cathcart, J. M. Mathes, Inc., New York, thinks that there 
is sometimes an overemphasis on saturation in the preparation of a 
radio or tv eampaign. '"It's axiomatie that the more advertising you 
do, the more people will be reaehed with more frequeney," Edna 
says. "Consequently, the advertiser whose budget will not buy a 

20-Plan in radio or a 12-Plan in tv „. 

sometimes deeides that his money 
would be w^asted on a lesser fre- 
queney. In these eases, the ageney 
must often do quite a bit of sell- 
ing, baeked by reams of proof, to 
show^ the advertiser that a five- 
times-per week sehedule on a radio 
station ean deliver a good euinula- 
tive audienee at a very low eost- 
per-1,000. And, I know of exeellent 
sales jobs that are being done with 
one 60-seeond spot a w^eek on tv." 
Edna says that when a budget ean bear it, she doesn't hesitate to 
reeommend "100 announeements per week." But she doesn't like to 
see the money go elsewhere beeause of some preeoneeived notion that 
the number of announeements determines the effeetiveness of broad- 
east. Print people don't seem to tie themselves up in sueh knots." 

Wm. Croke, Foote, Cone & Belding, New York, feels that an all- 
industry recognition of the 2^/( eash discount, besides being a direct 
advantage to the advertiser, would allow both ageney and broadcaster 
to enjoy a more compatible billing operation. "Most print media 
(88.7'^ ) — recognizing the values of a cash discount — allow the 2% 

to advertisers," Bill says. "On the 
other hand, very few stations 
(4.7% ) follow this procedure." 
Bill feels that this system, most im- 
portant of all, expedites prompt 
payment by clients and also agen- 
cies, and thus reduces the tremen- 
dous amount of detail and record 
keeping involved. Paper work, he 
points out, has become a major 
agency problem in handling broad- 
east. "In most cases," Bill says, 
"advertising revenue would not be 
affected, as appropriations are fixed, and any monies accrued from 
the 2% cash discount would be reinvested — most likely in the same 
medium and even in the same market. In addition, the industry is 
protected from collection expenses and credit losses, which, if in- 
curred, would naturally be reflected in increased advertising rates." 
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MERCHANDISING! 



• Covers 30 of the highest vohiine independeni stores 
in Bahiniore — plus 12 stores of the Sun Ray chain! 

• Two weeks display of your product on the big WHTH Drug 
Merchandising display stand in all 42 participating stores! 

• In-store poster displays of your product in all 42 stores! 

• Jumbo mailings to every retail drug store in the 
BaUiniore Metropolitan area! 

• Many more merchandising "pluses"! No other Baltimore 
radio station has anything like it! Gel full details — now! 



Write to Radio W^I^T^H Baltimore 3, Md. 



or confacf the W-l-T-H nafional represenfafive nearest you: 
Select Stal-ion Representatives in New York, Philadelphia, Baltimore, Washington 
Clarke Brown Co, in Dallas, Houston, Denver, Atlanta, New Orleans 
McGavren-Quinn in Chicago, Detroit and West Coast 
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TROPIC ISL 
CALYPSO 
FUlUOUS FIST 





D 



D 



r 

0 



'D 



BONGO DRUM! 
MOONLIGHTJ 

RECKLES^I 
ADVE NTU R L 



AND IN CALYPS 



0-LINGO, THIS ALyK/l 

9 ^ /yy /* 



EANS 




^CARIBBEAN DEFINITION: "DEVIL-MAY-CARE": 

Sassy as a calypso ballad! Romantic as a moonlit beach! 
A potent blend of suspense, mystery and international 
intrigue amid the feverish atmosphere of torrid Trinidad! 



SERIES 





Explosive Action in the Colorful Caribbean! 

starring 

DANE CLARK 

and introducing 

JOAN MARSHALL 

From the Florida Keys to Trinidad .... they 
find yfr)l//^A/77//R/^ in every port of call! 




/a 



Every week a sparkling 
half hour! Already signed 
to sell tor advertisers 
in over 120 markets ! 




artell 





am 



cans 




Radio 



By any measurement, this radio is first 
in each Bartell market. 
Especially when figured in 
results . . . response . . . buyership. 
Your advertising reaches buyers 
(the best kind of audience!) 

Product of 

scholarship, showmanship, salesmanship. 

Bartell it . . . and sell it! 




Greater 

Buyership 

1 



BRRTEU 
R 

COAST 




COAST 




AMERICA'S FIRST RADIO FAMILY SERVING 15 MILLION BUYERS 

Sold Nationally by ADAM YOUNG INC. 
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Most significant tv and radio 

news of the week with interpretation 

in depth for busy readers 



SPONSOR-SCOPE 



7 FEBRUARY 1959 

C*»yrl|ht l>M 
ftPONMR 
PUBLICATIONS INC. 



Reps this week noted these Iwo couiforliug liiriis in llie spot Iv plotiirr: 

1) Fewer national advertisers are confining their bnys to short flights. 

2) The demand for fringe time keeps getting bigger than ever. 

A eheek of tv reps by SPONSOR-SCOPE indieates that both Jannary and February 
biUings will be of record dimensions. 

The look-aheads in the rep fraternity now have this to oecupy their thoughts: What >vill 
the smnnior be like? Tiast year's was on thv^ wobbly side. 



The tv networks are making gestnres toward helping their afTiliates meet the 
mounting demand from national spot advertisers for minutes. 

This is what they eontemplate doing: 

ABC TV: Making Wire Serviee — and perhaps other shows — available for co-oping. 

CBS TV: Opening Capt. Kangaroo, as a starter, for loeal minute sales. 

NBC TV: Carving out a bateh of minutes in its daytime schedule for station disposal. 

However, the affiliates would like this additional eoneession: Permission to sell uiiii- 
iites in nighttime shows which are without sponsorship on alternate weeks. 

SPONSOR-SCOPE this week found the networks quite queasy about \hU, 
Among the obstaeles they foresee: 

1) The produeer owning a film show is bound to objeet beeause a spot sale might 
lower the film's potentials for subsequent local runs. 

2) The netw^ork sponsor in the major week would be uneasy about the ty[>es of ]>rod- 
nets on the alternate week — in whieh he's uj^ually represented by a eross-i)liif3;. 

3) Stations strongly resent the recapture of a network show. 



The level of evening viewing continues to move forward firmly — belying those 
recent pokes from print media about the state of tv popularity. 
The latest Trendex report on sets-in-use shows: 

• In December the across-the-evening-board average was 59.1, a i)icku|) of 2^r ov<m* 
the year before. 

• In January, the average >vas 60.S, an increase of 3%. 



Sellers of national spot radio might well mull over a eouple points thai knowl- 
edgeable timebuyers have been making in rece/it weeks: 

1) Stop selling radio against itself by continually stressing that yours is iht* quality 
station and that your competitors' superior ratings are due to rock-and-roll. Such compari- 
sons besmirch the medium. 

2) Get out of the habit of depending on ratings as sales ammunition and start de- 
veloping some real qualitati>*e information. Advertisers are increasingly a:?kirig for it. 

Remarked the head timebuyer of a leading spot radio agency to SPONSOK-SCOPr. this 
week: "Ironic as it jnay seem, we have to turn to network d:ila when looking for 
qualitative information on stations in markets that we coiilenij)late l»n\ing. Tlie stations 
themselves don't sn[)ply it.'' 

(For more on ways to improve spot radio's fate, see i)age 3r».) 
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SPONSOR-SCOPE continued 



The flow of new national spot tv keeps moving along at a jingling pace. 

The week's call for availabilities and placements included Kasco Dog Foods (Donahue 
& Coe) ; Block Drng (Gumbinner) ; Carter Products (SSCB) ; Lucky Strikes (BBDO) ; 
General Mills' Boston Cream Pie (BBDO) ; Hood Rubber (McCann-Erickson) ; and S&H 
Green Stamps (SSCB). 

Call it S])ringtiuic for specials — because there are going to be plenty of tbeni, judg- 
ing by the rate that orders are coming iuto the tv networks. 

The latest include; Edsel picking up the Barnum & Bailey circus from Charlotte, 
N. C, over ABC TV, and Coca-Cola doing a "Wide, Wide World" with names over CBS 
TV, for March. For ABC it means money in the bank — no time preemption. 

What probably will turn into a neat source of income for spot is the eharg-a- 
plate device which has moved into the taxieab field. 

Already the largest cab operator in Indianapolis is using four local radio and three tv 
stations as the major tools in selling the plan. Here's how the latter works: 

Each cab is equipped with a charg-a-plate stamper. All the psssenger has to do is to 
hand over his department store eharg-a-plate, and the fare is treated like a pur- 
chase in a store. 

The magazine and newsletter people are making the radio networks their reg- 
ular clarion for newsstand and subscription sales. 

Both NBC and CBS this week got a flight from Kiplinger, while NBC by itself picked up 
orders from the Saturday Evening Post and Popular Science- NBC also was on the re- 
ceiving end of schedules from Church & Dwight (baking soda) and Wliiteliouse & Co. 
(record albums). Added CBS entry: Intermittent pickups of the Grand Friz in Florida for 
Amoco 1 March. 

The current buying trend in spot tv has as its shibboleth the word ''reach" 
(broadest possible coverage) . And the phrase you hear most often among timebuyers is ''uu- 
duplicated cumulative audience." 

In actual practice, these two fashionable terms apply in these ways: 

1) Sprinkling announcements across the entire day's schedule via pre-empt pack- 
ages — even if at the start it means use of marginal time. 

2) Moving into syndication blocks where the announcements are in constant rota- 
tion — assuring a maximum cumulative potential. 

3) Buying pre-empt packages on several stations in a market. 

A major victuals account recently tested No. 3 on the West Coast and found the re- 
sults for a new product exceptionally good ! 

The Westinghouse stations' latest splurge on the public service front could 
pose a problem not only for stations but for client relations in the three tv net- 
works as well. 

WBC has bought the rights to the American Forum of the Air and Youth Wants 
to Know; and the plan for spotting them as far as the five Westinghouse tv stations are con- 
cerned calls for the pre-emption of prime evening time. 

The pre-emptions: (1) A network-optioned half-hour monthly for both Forum and 
Youth; (2) eight one-hours over a year for extended versions of these "enlightment-type 
shows." 

Forum also will be scheduled weekly on the Westinghouse radio stations, while Youth 
and the "specials" will be simulcast. 

Commented a tv network executive on the WBC plan: "Westinghouse is free to pre-empt 
time in the name of public interest, but we wonder how seriously this eventually will af- 
fect the basic integrity of network option time." 
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SPONSOR-SCOPE corUinued 

The feeling is 9[n*eatling along Madison Avenue lhal network Iv programing 
conlcl stand a strong shot of vitality and excitement. 

Hence the probability that (1) there will be a hig turnover in April, and (2) the ratio 
of new shows as summer replarenieuts will be higher than it's been for years. 

The agencies, however, are faced with one [>roblcm: Inducing the Hollywood produc- 
ers to accept a warm weather run as slarl for their better pro[)ertics. 



Both CBS TV and NBC TV are making strong passes at the Bideman ou ABC TV. 

V&G has the show under contract and is sharing the commercial spots with Miles 
Laboratories and Ralston, but now is prepared to sponsor all of it. 

The catch for ABC TV: Doing something with Miles and Ralston come June. 

ABC's Ollie Treyz was in Cincinnati last week, and this situation apparently was on the 
agenda. 

General Food's Edwin Ehel and B&B's Tom McDeruiott were ou the Coast last 
week conferring with MGM about their option ou Father of the Bride. If all goes 
well, it will make its debut this fail. 

The new series will replace December Bride — or even the Aun Sothcrn show, 
should recent doctoring on this one fail to work, 

B&B this week denied the report that GF was considering dropping Zane Grey 
— despite the high rating — because it preferred to have the product identified with a more sub- 
dued programing mood. 

Below is a sample of the statistical comparisons that NBC TV is offering iu its 
efforts to wean away some of ABC TV's daytime business. 

The target account in this case is spending about §40,000 a week ou ABC TV. 
Here's the picture that NBC is painting in terms of itself: 

NETWORK NO. COMM. MINS. COMM. HOME IMPRKSSIONS CPMII-PKR-COMM. MIN. 

ABC TV 18 16,030,000 S2.47 

NBC TV 9 30,213,000 L38 

Barring the possihilities of a steel strike, yon can ex[)ect more of the hig industrials 
to flock to Iv next season to sell their corporate images and programs. 

Marketing experts are making the foregoing prediction because: 

1) The big fellows have diversified and merged so much that identities either 
have been lost or made fuzzy. 

2) When the recession broke, they cut back their institutional expenditures by as much 
as 75%, with the result that many figure that the time has come for a mass-joh of 
image rehabilitation and definition. 

ABC TV pulled out its loudest stops in telling the trade how it came out in the 
first January Nielsen. 

The breakdown in the number of nighttime half-hours showed ABC leading with 15, 
CBS TV next with 14, and NBC TV taking 12. ABC also claimed that for all commercial pro- 
grams reported by Nieben between 7:30 and 10:30 through the week, it had the lop aver- 
ages for Sunday, Tuesday, Thursday, and Friday. CBS had Monday and Saturday. 

In terms of average nighttime audiences delivered, the comparison came to: 
NETWORK 1958 JANUARY 1957 JANUARY % MARGIN 

ABC TV 8,817,000 7,389,000 +19 

CBS TV 10,332,000 10,792,000 — 4 

NBC TV 9,628,000 9,050,000 + 6 
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SPONSOR-SCOPE continued 



Tlic term ^^disc jockey" apparently is due for some upgrading, 

WLOB, Portland, Me., has announced thai hereafter the record spinners on its staff 

will be referred to as "musicasters," The term, it feels, will put them on a par in dignity 

with newscasters and sportscasters. 

The food field went counter to the trend toward fewer mergers in 1958, accord- 
ing to the latest FTC count. 

The total number of major business mergers were 899 last year compared to 941 in 
1957; but the number in the food sector jumped from 32 to 36. 



Cold as the winter lias heen, it's heeu a disappointment in one respect to air me- 
dia: The cold remedies haven't heen expanding or extending their schedules. 

The big difference as compared to last winler obviously is due to the fact that the coun- 
try hasn't had to contend with an Asiatic flu epidemic. 



Elgin (JWT) is putting all its spring tv promotional dollars into a single pres- 
tige property — Playhouse 90's two installments of For Whom the Bell Tolls. 

The tie-up calls for an hour's share of the property each week, with crossplugs 
on two subsequent Playhouses. (It's the first arrangement of this type since the inno- 
vation of the crossplug.) 

If you've wondered why the frozen foo<l business has followed an erratic course 
in national advertising the past year, here's why: 

The giant packers have been hampered and discouraged hy numerons marketing 
factors. 

Thus this field remains pretty much regional and local because of: 
Ij The high cost of warehousing and shipping. 

2) The pressure of grocery chains for deals and wide price differentials which 
have reduced the profit margin to a pittance. 

3) The limited value of trademarks, because differences in quality and flavor don't 
show uj) so spectacularly. 

If there's any one product that's really stirring up a competitive storm, it's the 
toilet har. 

P&G's Zest started it all; but the brand that's bringing the soap business to the boil- 
ing point — something that hasn't happened since the early battle of the powder detergents — is 
Lever's Praise (a combination of cold cream and deodorant). 

Even before Praise has set itself to go national, the kid gloves are coming off com- 
petitors' hands. For instance: 

1) Commercials are being changed on one of the deordorant bars to include the beau- 
tifying theme. 

2) Lots of supermarket deals are being offered with the purpose of finding out 
which one can trip up the competitive specialized bar most sharply. 

Footnote: Women aren't interested in iiiatcliing soap to the color of their bath- 
rooms so much as yon might think. Recent stinlies show that the best bar sellers are white 
and pink. 

For other news coverage in this issue, see Newsmaker of the Week, page 6; 
Spot Buys, page 44-; News and Idea Wrap-Up, })age 58; Washington Week, page 53; sponsor 
Hears, page 56; Tv and Radio Newsmakers, page 70; and Film-Scope, page 54. 
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,VIE MAN THEY TAtJCfo^^ 




Dr. Ernest Dichter, Ph.D. 
who says: 

'*This study clone for 
KPRC is the first in 
which motivational tech- 
niques have been applied 
intensively and in depth 
to audience attitudes to- 
ward Radio in one large 
market. It goes almost 
without saying that re- 
spondents were never 
given any indication 2vho 
sponsored the survey/' 



Should you like further information on this 
revealing Dichter Probe ask your Retry Man, 
or, wire, write or phone KPRC, NBC in Hous- 
ton, and your booklet will be forwarded to 
you, posthaste. 

EDWARD RETRY & CO., Inc. 

NATIONAL REPRESENTATIVES 



JVJ 




JJYJ 



JYJ 
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A bridge is a faster way to cross a river. When you take 
it — you buy time. 

Actually, to get our work week done, all of us purchase 
this coniinodlty from one another. W^hcMi you hail a cab. 
board a plane, or just pick up your phone you 
buy time. We could go on. 

When you buy SPONSOR you buy time, too, 

and you ought to know just how much you're buying for 

how little. 

You buy informative time: — a staff of the best reporters 
in the field deli\'er up to the minute news e\'ery week, 52 
weeks in the year. You buy analytical time: — ■ 
the keenest minds in the broadcast industry give you 
studies in penetration of the important trends of the 
day. You buy digested time: — assembled and assimilated by 
experienced hands to bring you the most comprehensi\'e 
picture of the broadcast field. 

You^re buying thousands of hours of this sort of time for 
just 6(* per issue — 52 issues for $3 a year.* Can you afford 
to be without it? 



* Lentil March 1 



THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS US 
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TIME WAS... 



mustaches drooped 
down to here . . . horses 
pulled the wagons 
hauling the beer . . . 
and patle de fois gras 
was a quarter in any 
Manhattan restau- 
rant . . . 




^ □] □] 




LUXURIANT MOUSTACHE 

V: 



even peaches are get- 
ting shaves . . . horses 
enjoy life while trucks 
do the work . . . and 
lowly liverwurst costs 
two bits in a Bronx 
delicatessen . . . 



BUT. • • 



you can reach 1000 homes with alert, active buying adult 
listeners for as little as 51 cents on WISN and that's 
the greatest news since Marconi's masterpiece first shared 
our sauerbraten and lutfiske (recipes on request) . . . and 
if you're selling sauerbraten, lutfiske, mangoes or what- 
soever, we can help move your product in and out of 
A. & P., I.G.A. and Sentry stores all over our area . . . 
which nobody covers like we do with 5,000 active watts, 
none bigger. 

What we're trying to say is WISN's bright, new adult 
sound has made a real difference in these parts . . . 

DON'T... 

take our word for it: get your mustache waxed, hitch 
up the horses and come on up. The fat geese are waiting 
. . . and ready. 

So is your Petry-man, 

MILWAUKEE'S 1ST STATION 

WISN 

5000 WATTS -NONE BIGGER 

James T. Butler, Station Mgr. 
Represented by Edward Retry & Co., Inc. 
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Stephan Distributing Corp. 

We are local representatives for 
Stephan Distributing Corp., and as 
such are very much interested in mat 
ters appearing in media available to 
the public. 

Naturally, we are delighted with 
the informative matter appearing on 
Page 44 of vour issue of 10 January 
1959. 

On the other hand, we are disap- 
pointed with the story appearing on 
page 20 of the same issue. We feel 
that some inquiry should have been 
made of Stephan Distributing Corp., 
regarding a so-called dispute and the 
so-called explanation of J. J. Coppo, 
before that story was printed. 

The fact of the matter is that Mr. 
Coppo's own records, according to 
our best information and belief, re- 
flect that any payments due to the 
Coppo Agency had been paid at the 
time of the change-over. We have no 
desire to enter into a dispute to be 
aired by a national medium such as 
SPONSOR, but we do feel that inquiry 
might be made of both sides before 
publication of such matter. 

John N. Tolar 

Tolar, Bethel & Adler 

Fort Lauderdale 

• The item in the 10 January Sponsor-Scope 
to M'hirh IVTr. Tolar refers contains this explana- 
tion of the situation as it had been reported to 
SPONSOR, "Some 20 tv stations seem to be 
holding the bag for money due them on a 
Stephan'^s Dandruff Remover campaign as the re- 
sult of a dispute between Stephans and the 
product's former agency: J. J. Coppo, of Bald- 
win^ V. 

Coppo*s explanation: A portion of the tr 
funds was to come from Stephan's distributors; 
but when the hair tonie*s maker changed agen- 
cies and instructed the distributors to make no 
more payments to Coppo, there was no money 
to pay to stations." 

Irrashaimasu 

I am returning home from Okinawa, 
It's "sayonara" to the Air Force after 
almost three years — and "Irrashai- 
masu" (welcome back) to WVCG 
AM-FM, Coral Gables, Florida, where, 
I will resume my position as an ac- 
count executive. 

During my tour with the Air Force, 
your magazine has enabled me to 
keep up with the industry. 

(Please turn to page 26) 
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BUYING DETROIT AND SOUTHEAST MICHIGAN? 



I NOW! 





now WXYZ-TV serves 
more people, better! 






YOUR BEST BUY 
IN IVIICHIGAN ^ 
IS NOW A BETTER^ 
BUY THAN EVER! 




tallest TV tower in southeast Michigan 




blanketing an even larger area with a powerful 
signal 




wxyz-tv adds new viewers running into the 
hundreds of thousands 




wxyz adds scores of suburbs, towns and cities 

Now transmitting from the heart of America's 
fifth market . . . center of Southeast Michigan's 
population shift! 

This huge 1,073 ft. tower permits WXYZ-TV to 
blanket a larger area than ever with a powerful 
signal . . . adding hundreds of thousands of 
viewers to its coverage area! 



Represented Nationally by BLAIR-TV 



'BROADCAST HOUSE— ;0 Mi/e and Norfhwestern High way, 14 miles norf h w e sf of central Detroit 
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Buy the whole 

TEXAS MONEY BELT 

and SELL if from the 

CENTER 




WITH 




K V K 



Channel 9 abc 

MONAHANS, TEXAS 



AM 
TV 



Representatives 
Everett McKinney, Inc. 
Clyde Melville, SW 



Ross Rucker, Pres. 
Hillman Taylor, TV Mgr. 
Ken Welch, Radio Mgr. 



THINGS ARE 




POPPING 



Bubbling. Boiling over. Boston's getting the full promotion 
treatment from WBZ. Contests; Parties. Billboards. Ads. 
Radio and TV spots. The works. All about the new shows, 
the new program lineup, the sparkling personalities . . . 
the bouncy pop sound that's got the ratings jumping on 
Boston s Most Popular Station. 




Helnesenled by VCW 



10 30 

BOSTON 



WBZASPRINGFIELO 



Westinghouse Broadcasting Company, Inc. 



49th & MADISON 

[Cont'd from page 24) 

There have been so inaiiy new de- 
velopments, that I would have heen 
quite a stranger — especially this last I 
year and a half in the Far East. I 
Thanks for a truly fine publication. 

Jerry Coburn 
"Orer the Pacific* 

Spot radio's image 

Sometime ago SPONSOR asked for , 
comments from the radio industry ' 
for some possible solutions for in- 
creasing national spot business. 

Here are a few words I have put 
together on the subject: 

"T have been in radio for 20 vears. 
Do I plan on leaving, and going into 
some other business? ABSOLUTE- 
LY NO! Ten years ago when tele- 
vision really started hitting into all 
metropolitan markets . . . many good 
radio people left the industry looking 
for security. I can't imagine the 
president of U. S. Steel resigning be- 
cause someone discovered aluminum. 
But, this is what did happen in radio. 

"Years ago it did amaze us once in 
a while when radio advertising moved 
the merchandise off the client's 
shelves. I'm not amazed today. 1 
have seen good radio move more 
merchandise faster, cheaper than any 
other media. We must know how to 
merchandise . . . how to program . . . 
and schedule a client's money to do, 
the best job for him. Radio can, and 
must, plow better in many places. 
But, when a station invests in ii^ 
market by giving it the adequate 
staff, specialists in news, farm news, 
music, plus a well-rounded program 
format . . . what happens? The cli- 
ent or buyer selects the station with 
the lowest rate; NOT THE LOWEST 
COST PER THOUSAND. Radio 
must know its market . . . serve it the 
best it knows how, and contribute 
something more than just a signal." 

Pat O'Halloran 
v.p.-mgr., KPQ 
Wenatchee, Wis. 

Pleased readers 

. . . All of us here look forward to 
your weekly issues, passing them 
around to every department. We 
could not do without the information 
and enjoy especially your special 
projects. 

McHenry T. Tichenor, a.e. 
KGET 

Harliiigen, Texas 
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PRODUCTS OF 

l& Y R / 



..important in the home 



This Lennox furnace is part of the decor, in any room of the house . . . one of the many products 
of Syracuse that brings warmth and satisfaction in homes all over the country. 
Just as WHEN-TV, another product of Syracuse, has become an essential part of the decor 
in Syracuse homes . . . providing warm friendliness and pleasant satisfaction for everyone, 
anywhere in the house. 

To make your product a part of every home in Syracuse and Central New York, place it on 
WHEN-TV view. A call to the Katz Agency or WHEN-TV commercial manager, Fred Menzies, 
will put it in the spotlight. 



^hen yon loont 



to sell Syracuse 



A MEREDITH TELEVISION STATION AFFILIATED WITH BETTER 
HOMES 8. GARDENS AND SUCCESSFUL FARMING MAGAZINES 



KCMO KCM 

Kansas Ci 



0-tv/kpho kpho-tv / krmg /wow wow-tv/ 

ty / Phoenix / Tulsa/ Omaha / 



WHEN 

Syracuse 



CBS in Central New York 
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CHARLOTTE-WBTV RULES ABSOLUTE 
AS FIRST TELEVISION MARKET 
IN ENTIRE SOUTHEAST 
AS MEASURED BY N.C.S. ^3 

The Charlotte-WBTV television market totals 632,070 homes. 
Its nearest competitor in the Southeast, Atlanta, has 579,090. 

WBTV's set count exceeds that of the second Charlotte station by 
43% — delivering 189,380 more television homes! 

Buy WBTV as your first, biggest step to television coverage 
of the Southeast. Contact CBS Television Spot Sales or WBTV 
for the full fabulous coverage and dominance story. 



MPARE THESE SOUTHEAST MARKETS! 



WBTV-Charlotte 


632,070 


Atlanta 


579,090 


Louisville 


509,480 


Birmingham 


587,800 


Memphis 


.-453,240 


Charlotte Station "B" 


442,690 


Miami 


434,800 


New Orleans 


380,020 


Nashville 


366,560 


Norfolk-Portsmouth 


337,580 


Richmond 


311,680 




F/RSn BIGGEST STEP 



TO TV COVERAGE 



IN THE 



SOUTHEAST 



Jif CHANNEL ll 

i3 




JEFFERSON STA]£ 
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WHAT Y&R'S NEW 

MEDIA CHANGES 
ARE ALL ABOUT 



^ Few recent agency shifts have caused as much trade 
talk, gossip and inaccurate reporting as those at Y&R 

^ For a clear, calm explanation of what the changes 
mean, SPONSOR talked to media v,p. "Pete" iMatthews 



rmecent high-level executi\'e changes 
at Y&R, the nation's third largest 
^advertising agency Avith air media 
billings of S95.2 million in 1958, 
have touched off more rumors, specu- 
lation and trade confusion than any 
organization moves which SPONSOR 
has seen in the past few years. 

Y&R's reshuffling, which followed 
the naming of George H. Gribbin as 
agency president last October, began 
to affect its air media operations 
sarly in January. At that time, v.p. 
jiPeter G. Levathes, then director of 
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media relations \vas appointed direc- 
tor of the agency's radio/tv depart- 
ment, and Robert P. Mountain who 
had held the radio/tv spot was as- 
signed to ^ .p. in charge of the new 
business department. 

Subsequently Nat \\^)lff. veteran 
programing ex])ert, rejoined Y&R as 
a v.p. in the radio/tv department. 
Then last week W^illiam E. "Pete" 
Matthews, media v.p. since jNIarch 
1958, was named director of media 
relations. 

Each step of the Y&R reorganiza- 




Director of Media Relations^ If. E. Matthews 



tion was accompanied by a rising 
chorus of trade qncstioll^, gos>ip. 
speculation, and soniewhat inaccurate 
reporting in the trade pici^s. S|)arke(l 
in no small part, as \^\\ now admit>, 
b) the fuzzy and haz} character of 
the agenc}'s oww news announce- 
ments of the changes. 

What had Madison A\e. in a 
dither, in addition to its natural, 
back-fence interest in the j^ersonali- 
ties involved, were two quite differ- 
ent types of problems. 

For station representatives, syndi- 
cation salesmen, program i)ackagers, 
network executives, and other ^ ivR 
suppliers, there was an understand- 
able confusion about ^\ho at the 
agenc}' was responsible for what, and 
what people had to be seen in order 
to consumate sales. 

For media men and management 
executives in competing agencies, 
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however, the hig questions ^\ere 
"what do the Y&R changes mean in 
terms of over-all agency operations? 

hat is their future significance to 
me. and my organization?"' 

Ever since 1952. when Y&R hecame 
the first big agency to institute the 
"All Media'' buying system in its 
media department, other agencies 
have followed its organization pat- 
terns with extreme interest. 

First reaction to the Y&R news was 
that it meant the breakdown of the 
"All Media" system. Second reaction, 
and even more disturbing to some 
agency media men. was that it fore- 
cast a trend toward greater stature 
for radio/tv department heads in 
other agencies. 

To get to the bottom of these 
puzzling questions, and to discover 
the true significance of what has been 
happening at Y&R, sponsor last week 
arranged for an exclusive, hour-long 
interview with William E. "Pete" 
Matthews, newly named Y&R direc- 
tor of media relations. 

Matthews, a calm, assured advertis- 
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ing veteran (with the agency since 
1944, he edited Y&R's "Evaluation 
and Use of Ad\'ertising Media') 
explained the new" organizational 
changes clearly, simply, and without 
fuss. Here is a smninary of his state- 
ments : 

• Y&R has not abandoned the "All 
INIedia" system, nor does it intend to. 

• Complete responsibility for all 
media planning, including recom- 
mendations on how^ budgets shall be 
divided between media — magazines, 
net tv, newspapers, spot radio, etc. — 
remains with the media department. 

• Y&R management has, lioue\'er, 
delegated responsibility for buying 
network, syndicated programs and 
time to the radio/tv department. 

• The reasons for this change are 
tied to the evolving nature of the tv 
business, and the need for the agency 
to "consolidate its negotiating power" 
in the tv field. 

• All other timebuying, except 
that for network and syndicated pro- 
grams, continues to be done by the 
Y&R media department. 



r\ ' i iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiilililililM 



• All media '^operations" — such 
as research, statistics, maintenance 
of station lists, billings etc., including 
those for both network and syndi- 
cated programs — remain media de-' 
partment responsibilities. 

• The Y&R media department willi 
continue to study presentations and 
research dealing with the effectiveness _ 
of network tv as a medium (regard- 
less of programs) as an aid to draw- 
ing up its over-all media plans fori 
agency product groups and plans, 
boards. 

• In Matthew^s' opinion, the recent 
organization changes have greatly 
strengthened Y&R's tv position, since 
they have formalized and centralized 
what had been a loose "committee 
type" operation. 

The key to these conclusions (and 
changes) lies in understanding what 
has happened to net tv during the 
past five or six years. i 

Matthews points out that, as tv ha? 
evolved, program control has passed, 
largely out of agency hands and, even 
more significant, netw^ork programing 
and network time periods are now 
almost invariably tied together. 

Network time, he says, is often a 
secondary factor. Program consider-' 
ations usually control time sales, and 
negotiations for program and time 
must be conducted as a single pack- 
age at a high executive level. 

In the past, Y&R's radio/tv and' 
media departments have worked to- 
gether on these problems through a' 
kind of loose informal committee op- 
eration. Today, however, full re- 
sponsibility for the entire negotiation 
has been centralized in the radio/tV 
department. 

One important effect of the change' , 
has been to ^'strengthen Y&R's nego^ ' 
tiating power." As an agency with ' 
S62.5 million in net tv (second only 
to JWT) it can, by consolidating it^ 
netw^ork negotiations, exert pressure?^ ! 
not possible in a looser, more in- 
formal operation. 

In this way Y&R hopes to avoic 
such situations as a recent incident \ 
when, wishing to change a network 
program but retain the time period, i( 
found itself (because of prior negoi 
tiations) forced to give up boU 
program and time slot. 

As to the increased stature o] 
Y&R's radio/tv department, there i; 
no question that this is true. Matthew^ 
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I HOW Y&R's radio/tv | 

I DEPARTMENT FUNCTIONS | 

m Chief cause of trade confusion abouh new Y&R setup has been J 

M uncertainty about the function of the agency's Radio/Tv Depart- J 

J ment, headed by v.p. Peter C. Levathes. Here are the directives j 

p for the radio tv department as handed down by Y&R top man- | 

I agement. The department will be responsible for: | 

B 1. Development of new program ideas J 

B 2. Supervision of all shows to iusnre top quality §• 

B 3. Selection of net, spidicated programs and times | 

I 4- Negotiations involved iu the purchase of ahove 3 

B 5. Suj)ervi8iou of Hollywood office except for commer- | 

M cial activities p 

I For an explanation of how these functions fit into the agency's J 

1 over-all media planning, and of the part played by the media J 

5 department in network radio and tv, see accompanying text. J 

B B 
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PART TWO OF A TWO-PART STORY 





BEER: ITS ADVERTISING 

IS FERMENTING, TOO 



^ Half as many brewers spend twice as iiiiicli money to 
dvertise only slightly more gallonage than in 1949 

^ In five years, still fewer will prohably spend still 
iiore, as big breweries expand into popular-price field 



I 



I o keep a 2.o billion gallon river 
f beer flowing yearly from breweries 
) consumers, the industry now in- 
■^sts about $200 million in adver- 
'^ing and promotion. Of this invest- 
tent, television gets the lion's share 
-close to 30%. Radio gets about 

J/C, 

This $200 million kitty is made up 



by onl) 234 breweries (about 10 of 
which account for more than 45% of 
all beer sales). Contrast this current 
advertising program with 1949 when 
twice as many breweries spent half as 
much money to ad\Trtise a produc- 
tion that was only slightly less than 
today's, and it becomes apparent that 
the ad\-ertising picture is changing 
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right along with the marketing one. 
{See "Beer: Big business in ferment." 
SPONSOK 31 January). 

It \vill change more* HereV a cap- 
sule outlook on beer air ad\'erli>ing 
for ibe next five years: 

• Regional and natitnial spot tv 
and radio should enjoy an increase 
in billings as the l)ig shipping bre\\'- 
ers spend more to promote not onlv 
their established premium brands but 
also the popular-price labels tlie\ are 
now acquiring in a battle against 
strong local beers and the private 
labels of supermarket chains. 

• As smaller local breweries dis- 
appear, caught in this war of attri- 
tion, some local ad agencies and cer- 
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tainly local tv and radio billings will 
feel the effect. 

• Network may stand to get more 
beer business (right now it's virtu- 
ally non-existent) as the big brewers 
widen their distribution patterns, be- 
come more truly "national." 

• Problem of local rates may be- 
come more acute as these same big 
brewers seek to use their newly- 
acquired branch breweries for *'local 
status.'' Already, some look for sta- 
tion local rates on the grounds of 
their local wholesalers and distribu- 
tors being a "part of the community." 

• Stepped-up research into the 
beer industry's advertising strategies 
as a means of helping all brewers in 
their struggle against such natural 
foes as soft drinks and wines. Re- 
search Corp. of America, for example, 
is a New York firm that has been 
publishing a Brewing Industry Sur- 
vey for 17 years ; it has recently 
added an Analysis of Breivers' Adver- 
tising Expenses. The Institute for 
Motivational Research did a study a 
few years ago on beer advertising 
(see box on page 51). 

Beer advertising has changed a lot 
since the loTO's when there were 
more than 4,000 breweries in opera- 
tion in the U.S., and Adolphus Busch 
was persuading friends to drink and 
saloonkeepers to stock Budweiser with 
such promotional gifts as walking 
stickSj gold watch chains, fine china 



and glassware — all emblazoned with 
the Anheuser-Busch eagle. 

It was bound to change. At that 
time, the brewing and marketing of 
beer followed a pattern which had 
been pretty much set in the Middle 
Ages. Brewing — like baking (also a 
yeast-ingredieut product) — had been 
entirely local, produced on family es- 
tates, in monasteries, at universities. 
(In Europe, the pattern still exists 
somewhat; West Germany has 2,508 
breweries, Belgium 521). In Co- 
lonial America, breweries remained a 
very local operation; George Wash- 
ington made his own brand at Mt. 
Vernon; William Penn, his own in 
Philadelphia. It wasn't until the Civil 
War era and railroads that the "ship- 
ping brewer" such as Anheuser-Busch 
and Pabst began to change the distri- 
bution picture. Advertising, however, 
was still a very personal, local type of 
thing. Its main concern: to get the 
saloonkeeper to stock your brand of 
beer. Some of the larger shipping 
brewers even went so far as to set up 
their own glamorous night-spots and 
cafes in various cities to ensure an 
outlet. 

Louis Pasteur had a lot to do with 
changing this ad picture. Pasteuriza- 
tion made it possible to bottle beer 
for shipping, and indirectly to switch 
its appeal to the consumer at home. 
But not until years after Repeal — in 
1933— did this approach actually be- 



come the tail that wagged the dog. 

How hard the dog has been wagged ^ 
is revealed by the fact that today | 
about 809c of all beer or ale sales are j 
in bottles with supermarkets account- I 
ing for well over 50% of them. 

But with supermarkets becoming a 1 
prime mover have come problems . 
that not only alter the ad picture but '! 
change marketing strategy as well. ' 
First, the supermarkets themselves 
have begun competing with the brand 
brewers. On the West Coast and in . 
Florida particularly, the chains have 
brought out their own "private label" 
beers which undersell the premium- 
priced advertised beers by substan- 
tial margins. 

Go into a metropolitan New York 
supermarket and you will be con- 
fronted with 14 to 16 competing 
brands of beer. Go into a similar , 
market in Detroit, Chicago, Los An- 
geles, San Francisco or Miami and ' 
there will be a still greater "misery 
of choice" (the phrase Dr. Dichter 
has contributed to marketing termi- 
nology to cover the multi-brand de- 
luge that marks shopping today for 
any product from soap to cereals). , 
If the beer devotee frequents higher 
grade outlets such as delicatessens or 
premium markets, he then has another 
choice — a U.S. top-flight beer or an 
imported one. Imported beers from 
Germany, Denmark, Holland and Ja- 
pan now account for about 2^ of all 





Air media impact: The brewing industry is presently among the most progressive of cli- 
ents as ad creativity goes, and much of this has coine as a result of its use of air media. 
Left: Tv show star Seiior Wences gets briefing from ad director William Geohegan before 
doing a Fort Pitt beer commercial. Center: Budweiser gets RAB commercial award for 
third year as Jack Macheca (1), D'Arcy v.p. receives it from RAB's Kenyon Brown. 
Right: Piel Beer's Bert-and-Harry get merchandising space in all-important supermarkets 
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HOW 10 TOP BREWERS USE ADVERTISING BUDGETS 

(FIGURES IN THOUSANDS) 

Estimated $ in $ in $ in $ in $ in Out- Beers in 

Ad Net Tv Spot Tv Spot Radio Print door Ads Regional 

Brewery Budget '57 1957 1958 1958 1957 1957 Nat'I Sports 

ANHEUSER S 9,338 N.A.* $2,824 $1,800 $2,760 $3,657 BaM-I)aIi 

(r & fvl 

SCHLITZ 10,683 $3,006 1,74 5 9 0 0 4.156 1.530 Ba^rkill 

(r) 

FALSTAFF _ 5,473 627 2,347 720 335+ 2.205 llaM-ball 

(r) 

I*ro footltall 
(tv) 

BALLANTINE 3,305 46 1,608 650 1,022 996 Haseball 

(r & tv) 
I*ro football 
(tv) 

HAMM 3,932 395 1,779 650 228 1.856 Baseball 

(tv) 

IVo football 
(tv) 

CARLING 2,857 54 1,343 1,800 966 435 Baseball 

(r) 

Vro fooiI)aii 
(tv) 

LIEBMANN _ 5,160 475 780 3.358 1,134 

SCHAEFER 2,530 1,377 N.A,* 679 i.042 

PABST . 4,089 1.521 2,032 N.A.* 541 547 Maseball 

(r) 

STROH 2,064 22 540 N.A.* $1,020+ 561 Pro foot ball 

(fvl 

*N.A.: Figures are not available. 

Sources: Research Corp. of America; LNA-BAR ; N, C. Rorabangh by TvB ; TvB ; RAB ; ^portiuff Sews. 
Note; No column on net radio since use is minimal and figures unavailable. 

Illllllllllllllllllllllllllllllllllllllllllliy^^^^^^^^ Mj[lijli;illl!l!IIIIIIIIIIIIl!l|]IIIIII[|||lll lillillllUlllljlll/'jjlmlJ ',V:!i!„ ::Mmm : ilii,!; .|» 
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eer sales. This is far from a sub- 
antial part of the market, but it can't 
le ignored becanse this 2% has come 
ip from O^'r in only a few years. 

\^^ile some suj^ermarlcets have 
>een getting into the beer business 
and tliey contribute nothing to na- 
ional advertising), some big brewers 
lave been moving into other product 
ireas. Anheuser-Busch, for example, 
s in both tlic yeast and ])harmaceuti- 
•als business. Fort Pitt Brewery of 
ittsburgh lias branched into juke 
)oxes, while Coors Brewery of Den- 
er has — of all things — gone in for 
ce cream! But none of these diver- 
iifications has as yet added anytiiing 
o air media advertising either. 

What will affect air media, how^- 
?ver. is the counterattack the bigger 



brewers are launching against super- 
market private labels as well as 
against smaller local breweries that 
are under-selling tiiem. The attack 
plan is sim]))e but effective — bring 
out your own po])uIar-priced brand 
or acquire a brewery with an already 
established one. Tiius Anheuser- 
Busch jiicked up Regal througii tak- 
ing over American Brewing in Miami, 
and is opening a branch brewery in 
Tampa. Pabst bought Blatz, ])ieking 
up both Blatz and Tem])o labels. Car- 
ling just acquired Heidelberg Brew- 
ing in Tacoma. 

Grant Advertising. Chicago, has 
just been named I)y Sehlitz Brewing 
to handle that company's new. popu- 
lar-priced Old Milwaukee Beer. A 
big scale advertising ])ush is already 



under wa\ to introduce Old Milwau- 
kee in Michigan. It will use hcav\ 
spot tv schedules, spot radio, news- 
paper and outdoor. The beer i^ being 
packaged in a distinctive gieeii bottle 
with a red cap which is symbolized 
in advertising by a red-haired dancer 
in a green dress. Musie for both tv 
and radio commercials is ))y the 
Da\'id Rose orchestra. 

Such moves to acquire branch 
bren erics and po])nIar-])i iced brands 
to complement their established ])re- 
mium-]oriced ones by a few of the 
handful of truly national beor ac- 
counts (by definition, only such com- 
]>anies as Anhenser-Bnsch. Miller. 
Sehlitz, Ballantine and Pabst arc *'na- 
tional" and there are still many mar- 
kets where their wares are not for 
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BASIC FACTS ABOUT 
THE BEER INDUSTRY 



1. NUMBER OF BREWERS: 234. a decline of over tuo-thirds in 
the last 25 years. Costs, taxes, competition, new marketing 
patterns keep sending the total number of breiveries doirn as 
the war of attrition continues. 

2. TOTAL CONSUMPTION: 90 million barrels per year. Figure 
is static now due in part to adverse population factor, but will 
rise soon [probably in early 1960'^) for reasons listed in No. 5. 

3. PER CAPITA CONSUMPTION: 15 gallons per year, about a 
two gallon decline since 1950. Some rise is expected in the 
future, but will hardly reach again the 21-gallon high of 
pre-JForld JFar / or even that of Belgium today — 37 gallons, 

4. COMPETITIVE BEVERAGES: While beer per capita lost, per 
capita of soft drinks and wines increased, liquor about held its 
own. Soft drinks 11.8, nines .9. spirits 1.25 gallons against 
beers 15. Nevertheless, beer is still ivay out in front. 

5. BEER CUSTOMERS: Best market is 21-59 age group which is 
due for growth in next five years. Originally a ^'male^' bever- 
age^ many beer buys are now by women since it became a 
supermarket item. Men, however^ still influence brand selection. 

6. BAR VS. BOTTLE: Only about 20% is sold in taverns today; 
supermarkets sell more than 50% of packaged beer. Cans ac- 
count for 36.8% of sales, one-way bottles 5.5%, returnable 
bottles for 57.7%. Shipping back ''empties'^ is expensive. 

7. MARKETING PATTERNS: fen top shipping brewers account 
for nearly 50% of sales; only a feiv of these are truly national. 
Branch breweries and popular-price brands to supplement 
premiums is a trend, helps fight supermarket private labels. 

8. AD EXPENDITURES: Annual investment in air media is 
about $15 million; cost-per -barrel about Si. 50. Tv gets biggest 
slice, nearly 30%, radio gets about 10%. Few are in network, 
however, because of spotty distribution. 

9. MEDIA PATTERNS: Flights usually bought to follow distri- 
bution pattern. Sportcasts are among most popular buys; prac- 
tically all baseball clubs had beer sponsors, pro football got 
good play too. Miller's uses golf on tv. 

10. AD OUTLOOK: Media can probably look ahead to more ad 
dollars but from fewer breiveries. This will come from expand- 
ing markets of big boys and introduction of new popular -priced 
beer brands to complement established premium labels. 
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sale. "Hig regiuiial" uould often be 
a more apt description than "nation- 
al," especially since about 10% of 
U.S. population lives in areas that are 
dry) is significant to broadcast ad- 
vertising as the shadow of coming 
events. 

As major shipping brewers expand, 
the picture of future beer advertising 
becomes clearer. 

By the early 1960's, when the brew- 
ing industry counts on population 
factors to take it out of its present 
static state to better sales, less brewers 
should be spending more money to 
promote both popular-priced and 
premium-priced beers nationally via 
all media — and most probably air 
media. A recent presentation by rep 
firm Edward Petry Co. showed that 
10 out of 12 leading brewers who in- 
creased their spot tv investments in 
1957 over 1956 showed sales gains, 
while of seven brewers who reduced 
their spot tv expenditures in the same 
period, three showed sales losses. The 
total increase in barrel sales for those 
brands w^hich increased spot tv ad- 
vertising, according to Petry, was 
956,619 barrels, while the over-all 
loss for those brew^ers that cut back 
was 318,486 barrels. 

This is a telling argument in favor 
of a medium that has been closely 
identified with beers and ales from its 
birth. But Avhat of net tv and spot 
and net radio? 

Because of the traditionally region- 
al patterns of beer distribution, net 
tv has never prospered to a high-de- 
gree from beers and ales. At present, 
only three brewers — Hamm, Schlitz 
and IMiller Brewing — are in this me- 
dium; Srhlitz with its alternate week 
sponsorship of CBS TV Playhouse and 
Hamm with investments in that same 
net's Perry Mason and Person to Per- 
son. Miller, on ABC TV, sponsors 
All-Star Golf on alternate Saturdays 
at about the rate of $50,000-plus per 
program. If Miller follows its ad 
strategy of the last year-and-a-half, 
it will switch to ABC Radio this sum- 
mer. Then the indoor spectators to 
its tv winter golf presumably will 
head out to the links and become part 
of radio's big outdoor summer audi- 
ence. 

At present, net radio has no beer 
sponsors. In the early days of net ra- 
dio, the picture was somewhat bright- 
[P lease turn to page 51) 
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PART THREE OF A SPONSOR SERIES 




Why Spot Radio needs 
six -way housecieaning 

^ Inefficient, unfair business practices are making 
the medium less attractive to national advertiser^ 

^ If spot radio wants to reach $500 million goal by 
1963, it must act now to pnt its house in order 



In the first two articles on its 
$500 Million Plan for spot radio. 
SPONSOR outlined goals and basic 
strategy. The goal which sponsor 
believes that the spot radio indus- 
try should aim for in the next 
five years is a minimum of $500 
Million in national radio spot 
business by 1963. Such a goal 
would mean that radio itself ( net- 
work and spot combined) would 
have to achieve at least a 9^c 
share of national advertising ex- 
penditures. 

For radio spot this would mean 
nearly tripling its present rate 
of advertising billings. 

In order to achieve such a goal, 
SPONSOR outlined a new basic 
business strategy for the radio 
spot industry. A strategy far more 
directly competitive with other 
media. 

SPONSOR believes that radio 
spot must face up to the ''facts 
of life^^ about its real competi- 
tion, and stop inside-thc-industry 
fights between stations^ repre- 
sentatives^ groups and networks. 

Radio spot^s '^'Big Three'^ com- 
petitors for the national adver- 
tising dollar are, in this order: 
newspapers, spot tv, outdoor. In 
order to whittle down their shares 
of national advertising, radio 
spot must take certain steps. The 
first of these, discussed in this 
article, is to '^put its own house 
in order.^' 



In hundreds of talks with radio sta- 
tion operators and station represent- 
atives, SPONSOR has often heard it 
said — "What radio spot needs is 
better selling, more sales ideas," 

This is undoubtedly true. The spot 
radio industry eould eertainly use 
iinaginative new sales teehniques, and 
new ereative ideas. Many of these 
will be discussed in future SPONSOR 
artieles. 

But sponsor's editors believe that 
even before radio spot begins to 
reach for the "ireat. dazzlintr. over- 



powering sales notion that will >ol\e 
all billing problems, it should hicv 
certain unpleasant facts about it> 
present business practices. 

The truth is^ — radio spot, in nian\ 
of its operations, employs a creakv. 
old-fashioned, ineflicieiit business ma- 
chinery that is painful and annoying 
to its agency and advertiser clients. 

If radio spot really wants to in- 
crease its share of national advertis- 
ing, and take business from its arch 
eompetitors — newspapers, spot t\ and 
outdoor — then the first step is to cor- 




Tlie c<>>!lie>! inediiiin !o li:iii(IU^ s^ay sonif ajiency men of radio spot. Expcu'.ho. i'unv 
consuming paper wotk makes the job tough for V&R bujef^, Al W'aiil and Tom N i^-cardi 
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rect some obvious mistakes and 
commonplace errors. 

Here are some pet a«:ency and ad- 
vertiser gripes about spot radio, col- 
lected by SPONSOR editors during the 
past year: 

1. Too much paper work. What 
many radio station men fail to realize 
is that a radio spot campaign is, dol- 
lar for dollar, the most complex, time- 
consuming and, in many ways, costly 
media operation with which any ad- 
vertising agency has to deal. 

The hours which an agency must 
spend in preparing station lists, esti- 
mates, and orders, and in checking 
radio spot expenditures are many 
times what must be spent for larger 
campaigns in magazines or net tv. 

Under these circumstances, it is 
only natural that agencymen should 
resent what seems like needless detail 
and paper work connected with spot, 
and particularly when much of this 
paper work could be eliminated by 
more careful thinking and planning 
by station managements. 

SPONSOR suggests that every radio 



station owner and representative ap- 
ply himself immediately to the prob- 
lem of simplifying the paper w-ork 
involved for agencies in his own ra- 
dio spot operation. 

2. Confusing rate cards. Many 
station rate cards are so complex as 
to be almost incomprehensible to a 
time buyer. Needless hours have to 
be spent in puzzling out obscure pro- 
V isions, or waiting for "interpreta- 
tions" by station representatives. 

Last fall (issue of 6 September) 
SPONSOR reported a proposal by sta- 
tion representative Richard O'Connell 
for ^'streamlining" rate cards. What 
could not fail to impress even those 
who disagreed with the details of the 
O'Connell plan was that more than 
200 media men in top agencies took 
time to answer a questionnaire on his 
"streamlining" proposals and nearly 
every one praised it as a step in the 
right direction. 

C. Laury Bothot, president of 
Standard Rate and Data Service, 
wrote: "I applaud your efforts at sim- 
plification. We in advertising have 



inherited much in rate structures that 
is confusing and not essential. 

SPONSOR suggests that the spot ra- 
dio industry apply itself vigorously to 
rate card simplification. 

3. Local-National rates. In many 
discussions with top media directors 
such as Frank Kemp of Compton, 
Leslie Farnath of N. W. Ayer, and 
Lee Rich of B&B, sponsor has found 
a growing awareness of the inequi- 
ties and injustices of the local-nation- 
al rate differentials as interpreted by 
many radio stations. Such differen- 
tials, say agencymen, cannot be 
"justified" on any rational basis of 
interpretation. And the haziness of 
stations as to who gets a local rate and 
why, is casting deep suspicions on the 
whole radio industry. 

Recently, SPONSOR has detected a 
mounting trend toward the "single 
rate" among many station owners. 
The announcement of a single rate by 
the Balaban group was received with 
real enthusiasm in New York agency 
circles. An increasing number of sta- 
tion representatives are urging their 
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ECTS OF RADIO SPOT 
WHICH AGENCY MEN DISLIKE 



1. Too much paper work. Agencies say detail involved 
in radio spot buying con and must be simplified 

2. Confusing rate cards. Even SRDS has recommended 
that station , rate cards should be shorter^ clearer 

3. Local-national rates. Media directors say they find 
no ^^justification ' for many station rate differentials 

4. Dubious research methods. Timebuyers insist many 
stations present research which is of doubtful value 

5. Cutthroat selling. Too many station presentations 
"trade down^ the medium by competitive local selling 

6. Market ignorance. Timebuyers say most radio station 
operators should know more about their own markets 

Sal Agovino, IMcCann-Erickson timebuyer 
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stations to adopt the single rate. 

SPONSOR does not presume to know 
all the local circumstances which may 
militate against the single rate in 
some markets. But it does urge con- 
sideration of the single rate by every 
station interested in spot radio's fu- 
ture. Even the news])apers, long-time 
local rate champions, were told by 
A. H. "Red" Motley, publisher of 
Parade, to revise their national-local 
differentials, at a recent N.A.E.A 
meeting in Chicago. 

4. Dubious research methods. In 
the past few months, sponsor has 
heard an increasing number of com- 
plaints by agencymen of the types of 
research submitted to them by vari- 
ous station operators, and of certain 
research practices employed by sta- 
tion owners and representatives. 

Among these practices: the heavy 
use of newspaper advertising during 
"rating weeks"; the too-glib use of 
total radio set ownership figures, un- 
backed by any real measurement of 
reach and penetration, as well as the 
seeming inability of the spot radio in- 
dustry to develop adequate, out-of- 
honie listening information. 

SPONSOR urges an immediate meet- 
ing between stations, representatives 
and agencies to detennine, not what 
kind of research stations want, but 
^shat agencies and advertisers would 
like to have. 

5. Cutthroat seUing. That agen- 
cies and advertisers resent the cut- 
throat selling techniques employed by 
stations competing in the same mar- 
ket, may be clearer to SPONSOR than 
to those who are too close to broad- 
cast operations. 

A recent letter we received from 
John Heverly. v.j). of Botsford, Con- 
stantine & Gardner, Portland, Ore- 
gone, states the point well. He says 
that ways must be found to "stop the 
evil practice of each station in a mar- 
ket selling down the competition to 
a point where all radio suffers from 
doubt, misinformation and complete 
confusion." 

SPONSOR suggests an immediate re- 
vision of station sales pitches to 
eliminate unfairly competitive state- 
ments, and to include a strong plug 
for the total medium of radio itself. 

6. Market ignorance. A few weeks 
ago, an associate media director at 
Y&R told SPONSOR, "When a radio 
station owner comes to New York 
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SPONSOR'S $500 MILLION PLAN 

SPONSOR is presenting its neiv 5-year, $500 million plan 
for national spot radio in five tveekly installments: 

Step one: Sales Goals for spot radio. Why SPONSOR believes 
it can reach $500 million by 1963. (24 January) 

Step two Basic strategy for spot radio. Why SPONSOR believes 
it must be strongly competitive against "Big Three" 
(31 January) 

Step three: Putting Spot Radio's house in order. Mistakes, errors, 
and outworn methods which must be quickly corrected, 
(discussed in this issue) 

Step four: Building spot radio's strength. How the medium can 
add to its present stature, resources and importance. 
( 14 February) 

Step five: Selling spot radio's image and power. A discussion of 
new types of spot radio sales approaches. (21 February) 

III addition to these articles already planned^ SPONSOR will schedule 
additional features bearing on spot radioes future^ as they develop 
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and pays nie a visit. 1 can be almost 
100% sure he knows very little about 
his own market or how he can help 
my product in that market." 

^larshall Lauchner, president of 
B. T. Babbitt (see sponsor, 10 Janu- 
ary) told us recently that he can get 
far more useful market information 
from most newspapers than from 
most radio stations. He said, ''Any 
radio station operator should con- 
centrate on knowing his own market 
and telling us things about it that we 
don't know." 

SPONSOR suggests this as a first and 
obvious step to be taken by members 
of the spot radio industry in its drive 
for a S500 million sales goal. 

In addition to these six major areas 
of complaint there are a number of 
other trouble spots in the s])ot radio 
picture which deserve thoughtful at- 
tention from station owners and 
representatives. 

One of these is the problem of 
getting quick information on avail- 
abilities. Eldon Fox, ad\'ertising man- 
ager for Edsel complained in the 20 
December issue of sponsor that it 
sometimes takes "three or four week? 
to know what } our availabilities are" 
in planning a radio spot campaign. 

Fox says that because of this "you 



have to buy blind and. when you do. 
you can't merchandise }our campaign 
to your sales force" — an obvious dis- 
advantage to the large national adver- 
tiser. 

Another problem pointed out bv 
Mike La Terre, JWT tiniebuyer, in a 
recent letter is the need for more in- 
formation on cumulative audiences, 
as well as more qualitative audience 
research on every kind. In La Terre"> 
opinion these, plus the single rate, can 
"save radio/' 

sponsor believes that thesjjot radio 
industry nmst take the lead in correct- 
ing these coinjdaints. and jMoviding 
this type of service. 

It is not eHougli for spot radio to 
comfort itself in the knowledge that 
many of its own evils are also com- 
mon to S])ot tv. As the challenger for 
an increasing share of national ad- 
vertising. ?])(>t radio must provide 
wore than the media ulth which it i> 
in competition. 

And in addition, spot radio must 
constantly seek new sources of jiower 
and strength. Next week, sponsor 
discusses practical ways for spot 
radio to increase its position, influ- 
ence and prestige on the local or com- 
niunitv level. ^ 
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New car woes boom muffler market 



^ Tv gets a brand new type of advertiser as modern 
souped-up cars and gas prove far, far too exhausting 

^ Maremont is first of fast-growing $290 million in- 
dustry to tie tv to problems of muffler marketing 



W hen the gasoline industry licked 
the new car problems of higher horse- 
power with fuel additives, it gave 
birth to a wholly unexpected problem 
and a brand new advertiser — the 
muffler manufacturer. 

Up to three years ago, the prineipal 
outlet for mufflers was the auto ''after- 
market." The five-to-nine-year-old ear 
represented the greatest profit poten- 
tial. Second richest bracket : the 
three-to-four-year-old class. 

Then the fuel additive eame into 
the picture, and the muffler began to 
bear the brunt of its acid eontent. 
When combined with the moisture 
from condensation, this aeid literally 
eats away muffler metal. And the 
problem didn't stop there: more 
elaborate cooling systems and run- 
about driving meant cars were 
running cooler, with increased con- 
densation of acid-bearing vapors. 

Out of this, a broad new market 
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was ereated for mufflers through serv- 
ice stations and auto repair shops as 
more and more new^ ears rolled into 
garages with burned-out mufflers. 

Several other faetors have made 
the muffler business .boom at retail 
(or garage) level: 

• 1958 reeession jitters caused 
much of the potential new ear mar- 
ket to hold on to its old cars, with a 
resulting boom in the auto replace- 
ment parts industry. 

• The figures: 24 million cars in 
the five-to-nine-year-old category, 11 
million in the three-to-four-) ear vin- 
tage. 

• This ])laced mufflers seeond only 
to spark plugs in jobber sales volume 
(mufflers and exhaust parts systems: 
5.327r, spark plugs: 5.51%). 

• Detroit's expectations of a 10- 
12T increase in automotive output 
for 1959 puts mufflers into the field 
in multiples. 



• This, because most new models 
already earry at least four (some 
have six) . 

Against this background, the muf- 
fler business has swollen to a S290 
million industry with 14 brands 
competing for attention. 

But it's a long marketing haul to 
the eonsunier, and any effeetive muf- 
fler advertising must gear to this fact. 

One sueh advertiser is laying plans 
to use tv to trigger the vital mar- 
keting ehain reaetion from whole- 
saler to consumer. The plan marks 
the fi.rst use of net^vork tv to sell 
niufilers. Tied to it is probably the 
most elaborate merehandising plan 
ever attempted in muffler history. 

Maremont Mufflers of Chicago, a 
division of MarPro, Ine., auto parts 
manufacturer had two things to sell: 

• An "aeid test" proving the ad- 
vantage of its alloy-eoated muffler 
over the standard steel type. 

• A curb sign for service stations 
construeted with large transparent 
areas (see photo above) to attract 
attention and resist wind. 

Demonstration and recognition 
were the two factors needed, aceord- 
ing to MarPro ad and promotion 
manager. M. Robert Wolfson and the 
ageney. Waldie 5; Briggs, Chicago. 
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iMarcriiont had spent 1958 nier- 
cliandising tlie sign to its 60.000 
franehised dealers, l)aeked up by six 
advertisements in Saturday Evening 
Post and Life calling attention to tlie 
alloy-eoated niufller and the sign. 
Trade advertising was also used ex- 
tensively last year. 

"But the onl) \va) to really make 
our ])oint about longer niufller life.'' 
•^ays Wolfson, "was to demonstrate 
it. You can't draw a picture of it; )ou 
can't deserihe it in words. You ha\e 
to show it." 

Other requirements: curb sign 
recognition, and a springboard for 
merchandising to the trade. Selection 
of media bad to jjrovide a solution 
to all three requirements — demonstra- 
tion, recognition, trade merchandis- 
ing. 

The tv plunge has required a 
tripling of the ad budget. Tbe sched- 
ule will be spread out over a year's 



lime. It includes 12 live ])artici])a- 
tions in the Jack Paar Show begin- 
ning \ March; 13 on Todays begin- 
ning 26 I'Vbruary. both on rSHC TV. 
The one minute amiouricements will 
coincide with prime nmfller buying 
seasons. 1'lie ])eaks occur in s])riiig 
and fall. 

While Maremont is reluctant to 
discuss tbe actual figures involved in 
the network purcha^e, sponsor esti- 
mates a total oo.^t of $162,000 for the 
jjackagc. 

Here's how tbe use of t\' is geared 
to the interlocking problems of 
demonstration of the "aeid test," 
recognition of the curb sign and 
merchandising to tbe trade: 

Tied directly to tbe tv schedule is 
a merchandising campaign that 
starts with tbe wholesale parts dis- 
tributor and filters down to the con- 
sumer. 

First step, according to Wolfson, 
was to make a 30-minute color movie 



for showing to the wholesalers and 
jobbers. It contained .sample kine.s 
of the demonslrntion commercials b\ 
the announe(*rs on the two shows and 
pitch b\ Paar and Gari'owa\. 

While the first of the>e connnc^rciaN 
will not a])pear until 26 lM*bruar\, 
tbe\ are alread) in promotional use. 

This fihn was shown to the Alar^'- 
mont sales force of nearb^ 1 00 in 
Chicago the week Ix^fore Cbristma**. 
Tbe\ were also shown other nuMclian- 
dising tools: 

• A "top])er" for the ser\ice .sta- 
tion curb sign. A two-sided spinner, 
it jilugs Paar on one side. Garroway 
on tbe other. 

• A trade news bulletin, "Exhaust 
Echoes," created for tbe promotion. 

• Trade announcement letter from 
iMaremont. 

• Second announcement letter (to 
wholesalers and dealers) signed by 
Da\e Garrow^ay (Today). 

(Please turn to pa^e 69) 



MERCHANDISING PRACTICE IN THE MUFFLER BUSINESS 




SELLING WHOLESALERS. JOBBERS is vi+al 
first step. Maremont sells them with advance 
.Icines (lilce Hugh Downs' pitch for Poor show) 



DISTRIBUTION PATTERN shows levels muffler merchandising must filter through. Maremont 
uses tv promotion lo sell wholesalers, jobbers on educational program for dealers. Curb 
signs with Iv "toppers'* are merchandised to dealers for ready consumer recognition 
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HOW TO RATE RADIO STATIONS 



^ Minneapolis agency does it with an "evaluator" of 
26 factors covering 10 stations in Twin City market 

^ Audience factors account for 60% of the points a 
station can earn. 3Iethod is not adaptable to video 



■iverybody knows that ratings are 
not the final word in evaluating a 
station. The problem is: if not, then 
what? Ratings, at least, have the vir- 
tue of being clear-cut. Judgment, 
whatever its merits, is often a hodge- 
podge of inarticulate feelings, sound 
and unsound opinions, assorted but 
disarranged facts. 

Judginent, in a w^ord, is often dis- 
organized. A buyer can mentally list 
the factors that are important in buy- 
ing a station. But comparing a num- 
ber of stations on the basis of, say. 



two dozen factors involves some diffi- 
cult cerebral juggling. 

Now, let's suppose that a buyer 
goes one step further. Suppose he 
makes a list — puts it down on paper 
— of all the factors he considers im- 
portant in station selection. Then, 
using his judgment (yes, judginent 
must come into the picture at some 
point), suppose he assigns a numeri- 
cal figure for each factor. This nu- 
mercial figure would represent the 
relative importance of each factor in 
the total picture. It would also rep- 



resent a theoretically perfect score. 

If, for example, one factor is as- 
signed a value of 10, a station could 
be scored from zero up to 10, de- 
pending on liOAV good the station is 
in this category. Thus, totaling up 
the scores for each station w^ould pro- 
vide a ready-made comparison which, 
if not completely objective, is certain- 
ly consistent. 

If you haven't already guessed, 
somebody is doing just this. The 
party is the Jaffe-Naughton-Rich ad 
agency of Minneapolis and the meth- 
od was dreamed up by the agency's 
two principals — Alvin Jaffe and Syd- 
ney Rich. 

The JNR Radio Evaluator, as the 
method is called, is a continuing 
study of the 10 radio stations in the 
Minneapolis-St. Paul market. It pro- 
vides, says Rich, "an evaluation of 



everything that makes a station tick 




Sidney Rich, (I) and Alvin Jaffe, partners in Jaffe-Naughton-Rich agency, adjust performance figures in station evaluator every two months 
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(or drop dead), from luauagement 
program policies to announcer believ- 
ahility, from the quality of a station's 
audience to its sliort-rangc accept- 
ance and long-term trend. It lias re- 
moved guesswork, partiality, suMinii- 
ual prejudices or preferences of taste 
from my time buying." 

Rich and Jaffa worked up the cvah 
uator last year. The list of factors 
they came up with total 26, divided 
into four general groups (see chart 
at right). 

The key to this kind of organized 
evaluation is the relative weights as- 
signed to the various factors. It is 
worth highlighting the fact that the 
audience measurement factors are by 
far the most important. Out of a 
possible 200 points for the perfect 
station. 122 can be earned in this 
area. This includes 100 points for 
audience quantity, 11 points for type 
and quality of audience and 11 points 
for the audience trend. The latter 
figure rewards stations for showing 
an upward trend and penalizes them 
for the opposite. 

Of all the factors evaluated, audi- 
ence quantity is the only one where 
judgment plays a minor role. Here's 
how stations are rated with ratings: 

Every 60 days, audience shares for 
each station are listed. All three local 
ratings senices in the Twin Cities 
market — Hooper, Nielsen and Pulse 
— are used. Only daytime figures are 
employed with morning and after- 
noon shares tallied separately. This 
means there are six audience-share 
figures for each station — a Hooper, 
Nielsen and Pulse figure in the morn- 
ing (6 a.m. to noon) and the same 
for the afternoon (noon to 6 p.m.). 
To the morning and afternoon sub- 
totals are added extra points for po- 
sition rank. The top-ranking morning 
station receives five points for first 
place and ihe next four ranking sta- 
tions receive four, three, two and one, 
respectively. The same is done for 
afternoon ranks. 

These figures are then added to- 
gether without any further weighting 
or adjustment and then the total for 
each station is divided by two. Tlie 
only reason for the division is to pro- 
vide a workable figure. It was ex- 
pected originally that no station 
vould go above 100 but recently the 
leading station in the market has 
done just that — primarily because of 
(Please turn to page 68) 

SPONSOR • 7 FEBRUARY 1959 




iMusic service 



Station identification 



Puhli 



c awards 



Off-air staff 



Type and (iiiality 



Quantity (Hooper, Pulse, Nielsen) 



Trend 



Advertising Factors 




Broadcast/advertising ratio 
Multiple spotting 



Oiialilv of annoiinrers 



Leiit;lh of commercials 



Evidence of mail pull 



l>anscril)in;j; facilities 



Quality of advertisers 



TOTAL 



2 
4 



Audience Measurement Factors 



11 



100 



11 



I 



Broadcast/station proniution nitiu 



3 
2 
2 
3 



200 




List of 26 factors shown is used by J-N-R agency to get performance value 
for each station studied. Later, this value is divided by each station's 
"controlled price per minute" to get v/hat Is called a "ratio index" figure 
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SrCSCE f^AGAZlhS ^0 SaST 49 ST KYK- 



NO TV ADS, FEWER SALES 



TTlie piincli in tv advertising is 
(Iraniaticaliy illustrated hy new data 
coniparintr sales of Parti-Day top- 
pings in its Green Ba\ tv test market 
vs. two other markets where no ad- 
\ crtising is being used. 

Latest reports from Louisville and 
Phoenix (see telegram above) mean 
that total \vholesale shipments in the 
two markets since 15 October, when 
the Parti-Day test began, are still 
running considerably below the Green 
Bay figure. No ads have been run in 
the two markets during the Green 
Ba) test. 

The 13-week total for Louisville 
now stands at 1,269 cases, while in 
Phoenix shipment figures for the 
sanre period total 805 cases. 

In Green Bay, with da) time tv 
only used in the test, case shipments 
to wholesalers have bit a 5,435-case 
figure. (For a wrap-up of the Green 
Bay test at the 13-week mark, see 
SPONSOR, 31 January.) 

While sales have been fluttering u]) 
and down in Phoenix and Louisville, 
they haven't approached e\'en the low 



points ])lunrbed at Green Bay. In 
Phoenix, semi-inonthly case shipment 
figures have ranged from a low of 
110 to a high of 183. In Louisville, 
the peak was 290 and the valley 163. 

In terms of tv market size. Phoenix 
is smaller (but not much) than 
Green Bay. Louisville is consider- 
ably larger. Comparing the markets 
on a standard metropolitan area ba- 
sis, both Louisville and Phoenix are 
considerably larger. 

Current figures on Parti-Day sales, 
covering the second half of January, 
are expected in shortly after press- 
time and too late to be included in 
this issue. A story on these figures 
and their nrarketing significance will 
be published in the next issue. ^ 

The test in a nutshell: Product: 

Parti-Day Toppings. Market: 80-mile 
area around Green Bay, Wis. Media: 
Day tv spots only. Schedule : 10 
spots weekly. Length : 26 weeks from 
15 Oct. Commercials: Live, one-min- 
ute. Budget: $9,980 complete. 



^IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIM 



15 



TH WEEK 

OF A 
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SALES BOX SCORE 

16-31 Oci 580 cases 

1-15 Nov 1,450 cases 

15- 30 Nov 370 cases 

1-15 Dec 1,090 cases 

16- 31 Dec 350 cases 

1-15 Jan 1,595 cases 
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Spot radio 

^ IMcCormick adineii find 
d.j. pattern best to promote 
switch to tea, get male accept- 
ance, tie product to locale 

TTea consumption has dropped from 
one pound per capita to .G since 1910. 
Coffee, u'ith its tremendous head start 
(9.2 Ihs in 1910) is now 15.8, ac- 
cording to USDA figures. 

These are the cold, hard facts that 
an} tea advertiser must face. Why 
has the tea industry swung so heavily 
to radio as a solution to its problems? 
Lipton has become synonomous with 
Godfrey. The Tea Council, McCor- 
mick's, Tetley — all have used spot 
radio dominantly. 

SPONSOR got a good clue to the 
reasons from Lennen & Newell ad- 
men buying radio on a spot basis 
for McCormick's Tea. 

Tlie chief aims of any tea cam- 
paign are to: 

• Suggest the consumer might be 
disatisfied with another drink. 

• Increase acceptance among men. 

• Make tea an integral part of the 
local scene. 

"These factors are all intensely per- 
sonal," says Ted Huston, L&N ac» 
count executive for McCormick's on 
the West Coast. "Personal endorse- 
ment is essential, and such endorse- 
ment must be tailored to local habits 
as well as express how the endorser 
feels about the product." 

A 39-week radio campaign, which 
kicked off 5 January 1958 in Los 
Angeles, used 10 d.j.'s on a 54-spot- 
per-week schedule budgeted 100% in 
radio at under $100,000. 

On the first four days of the week, 
each personality did a 30-second an- 
nouncement; on Friday, a 60-second. 

The same basic copy was used by 
each d.j. But each spot called for 
(1) sipping of tea, (2) recorded 
pouring of tea. This made it possible 
for every d.j. to react in his own way 
to the taste, the aroma, etc. 

Here the "example" factor was im- 
portant for heightening acceptance 
among men. This was the reason for 
prime time and nighttime, as well as 
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brews tea to taste and 



climate 



regular (Ia\liiiie, liu}s. Cop) con- 
tained iiii|)lie(l assurance to the house- 
wife that tea uaj; a drink her husband 
w ouhl accept. Here's a sanijile: 

'Tor a hus) housewife and her 
hard-working husband, their favorite 
time is evening — when the dishes are 
done, the kids are in hed and there's 
lime to relax. For pleasant comi^an- 
ionship during those brief moments, 
they might have a cup of . . . no, that 
would keep them awake. Of perhaps 
they might have a . . . no, that's 
fattening. Xow, what they realh 
want is the salisfaetion, the pure 
enjoyment of MeCormiek Tea." 

The implieation of dissatisfaction 
with another drink is also there. An- 
other strong copy stress: iced tea. 
Southern California is the only area 



wdieie MeCormiek s conducts a cam- 
l)aign for more than six months he- 
eause the climate adapts itself to 
i(^ed as w ell as hot lea during the 
w inter. 

The agenc} held meetings during 
the > ear with MeCormiek salesman 
so that they could better tell ehain 
buyers, jobbers, supermarket man- 
agers about the s|)ecialized and loeal- 
i/ed aims of the eam|)aign. The re- 
sult was increased distribution and 
the addition of two important chains 
in Los Angeles, aceording to Jack 
Sassard. ad\ ertising and |3ro motion 
manager of the Schilling l)iv. of 
MeCormiek & Co., San Franeisco. 

Sassard re|Jorts that the campaign 
also doubled dollar sales in Los 
Angeles and trijiled share of market. 



In 1957, AlcCormick Tea was fourth 
in L. A. During the first three nionth-^ 
of 195o it mo\cd to third, where it 
still ai)i)ears on consumer surveys. 

An exi)and(Ml budget for 1959 ac- 
commodates a full 52-w'eck s|>ot radio 
cam]>aign. 

Tv will eome in for 23^' of the 
budget. Radio 13^ (, Lennen & Xewell 
has created J.D.'s and 20's with an 
animated "Tea IJird. ' These will be 
used in station breaks. 

A two-week "i)rire specials' |)ro- 
motion will make nsf* of t; jjersoiiali- 
ties. According to Houston, the 
agenc) will coin}>are the inn)act of tv 
l)ersonalities with that of radio d.j.'s 
during this short-term campaign. The 
results should be of interest to all 
media |)lanners. ^ 



U.j* endorsenieiU hypos male acceptance, tie? tea to locale, says L&N*s Ted Houston (c), KMFCs Dick Whittinghill ( 1) , Tra Cook diowMiow 





IN SAN ANTONIO: 

KONO 

—now delivering 
more* audience 
than the next two 
stations combined 




your 

H-R REPRESENTATIVE 
or Clarke Brown man 

for the new Hooper showing 
KONO's average share 
of audience! It's greot! 



or write direct to 


K 


O 


N 


O 



JACK ROTH, Manager 

P. O. Box 2338 
San Antonia 6, Texas 




National and regional spot buys 
in work now or recently completed 



SPOT BUYS 



TV BUYS 

The Procter & Gamble Co., Cincinnati, is buying schedules in 
major markets for its Gleem Toothpaste, The campaign starts 1 
March, runs through the P&G contract year. In most markets, min- 
utes in non-prime time are being placed; frequencies depend upon 
the market. The buyer is Ethel Wieder; the agency is Compton Ad- 
vertising, Inc., New York. 

Bristol-Myers Co., Products Div., is purchasing announcements for 
its Ipana in various markets to support its network advertising. The 
16-week schedules start the middle of this month. Minutes during 
nighttime segments are being slotted; frequencies vary from market 
to market. The buyer is Ed Green; the agency is Doherty, Clifford, 
Steers & Shenfield, Inc., New York, 

The Borden Co., Inc., New York, is kicking off schedules in top 
markets for its Super Starlac. Campaign starts this month for 12 weeks. 
Minutes during daytime segments are being used. Frequencies de- 
pend upon the market. The buyers are Linda Salzberg and Howard 
Fisher; the agency is Dancer-Fitzgerald-Sample, Inc., New York. 

Thomas J. Lipton, Inc., Hoboken, N. J., is going into about 60 
markets for its Lipton Tea. The four-week campaign starts this 
month. Minute and 20-second announcements are being scheduled; 
frequencies vary from market to market. The buyers are Tom Comer- 
ford and Marie jMooney; the agency is Young & Rubicam, Inc., 
New York. 

RADIO BUYS 

5 Day Laboratories, div. of Associated Products, Inc., New York, 
is planning a campaign in major markets for its Roll-On deodorant. 
The short-term schedule starts in mid-February. Minute, 20- and 
30-second announcements are being placed during daytime segments; 
frequencies vary from market to market. The buyer is Ken Allen; the 
agency is Grey Advertising Agency, Inc., New York. 

Greyhound Corp., Chicago, is preparing schedules for its bus lines 
in w^estern markets. The campaign starts 15 February for six weeks. 
Minutes during daytime slots are being slotted. Frequencies depend 
upon the market. The buyer is Joan Rutman; the agency is Grey 
Advertising Agency, Inc., New York. 

Bristol-Myers Co., Products Div., is lining up schedules in markets 
throughout the country for its Mum cream deodorant. The campaign 
kicks off 2 March; length of schedule depends upon the market. 
Minutes during daytime periods are being purchased. Frequencies 
vary from market to market. The buyer is Bob Widholm; the agency 
is Doherty, Clifford, Steers & Shenfield, Inc., New York. 
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I represent Tulsa's top-rated 
radio station* together with 
my new podner.... 



*#1 in HOOPER 
#1 in PULSE 

CONSISTENTLY 



ADAM YOUNG INC 

(effective 2/1/59) 



YOUR ADAM YOUNG MAN HAS ALL THE FAaS ON 




HEW YORK 

3 East 54th St. 
New York 22, N.Y. 
PL 1-4848 



CHICAGO 

Prudential Plaza 
Chicago 1, IIL 
Michigan 2-6190 



ST. LOUIS 

317 No. Eleventh St. 
St. Louis, Mo. 
MAin 1-5020 



LOS ANGELES 

6331 Hollywood Blvd. 
Los Angeles 28, Calif. 
Hollywood 2-2289 



SAN FRANCISCO 

RussBldg.(Rm.l207) 
Sanrrancisco4,Calif. 
Yukon 6 6769 



DETROIT 

2940 Book BIdg. 
Detroit 26, Mich, 
woodward 3 6919 



ATLANTA 

1182 W. Peachtree 
Atlanta, Ga. 
TRinity 3-2564 
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With increased film production problems^ SPONSOR ASKS; 



How can commercial film 

producers improve services to 



As agencies face new coiiiiiiercial 
film problems, experts <lisciiss 
metliods to streamline produc- 
ers'" services to tlie aj^encies. 

Rollo Hunter, r-P. & dir. of tv & radio, 
Edwin U'asey, Ruthrauff S: Ryan, Inc.y X.Y. 

It's foolliardy to invite a clout 
in the snout, yet somebody has to 
come right out and say that produc- 
tion here is afflicted with a creeping 
paralysis that could do with sonic 
stamping out. 

Improvement can come in such 
areas as organization, creativity and 




tliat important business of imparting 
confidence to clients. For one thing, 
deli\er) dates can be met on the 
Itutton. Tile lab goofs, the agency 
\acillations, tlie last-minute client 
changes can all be figured realistically 
into the original scliedule. That ua} 
nobody gets mad. 

Breakdown of bids could also stand 
improvement in some houses. The 
too-general letter that simply says, 
"We can do it for so many dollars — 
hope we get the job"' isn't enough on 
today's competitive market. More 
agencies and more clients want specif- 
ics on uhat costs what. And it's no 
favor to anybody when bids aren't 
realistic. 

We need spectl-up techniques in 
making commercials. Old st\le one- 
littlc-thing-at-a-time methods just 
don't jibe with toda)'s needs. (Let 
the videotapers improvise on that 
theme.) If we're to go faster and 
maintain quality, howe\er. we'll have 
to face up to some apparent union 
problems. 

Directors hesitate to rush crews, 
knowing that it can get them into 
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trouble with guilds. A grievance 
clause for the producer's benefit is a 
hard thing to find. And, while the 
producer obviously can t be blamed 
directi) when gaffers drag their feet 
just before overtime, or shots are 
loused up coincidentally five minutes 
before breakover time, maybe all the 
producers should get together to fig- 
ure some wa) to minimize such 
abuses Avhere they exist. 

While we're at it. wouldn't it be 
nice (less important, but nice) if the 
director always had control on the 
set and extraneous noises didn't ruin 
so many takes? If the crew didn't 
occupy all the chairs between takes, 
leaving clients on their feet? If story- 
hoards sent to ])roducers didn't dis- 
appear magically and constantly? 

Now, if all this grousing seems less 
than fair to the many producers now 
doing a wonderful job, let's freely 
admit that there are plenty of legiti- 
mate gripes from producers about 
agencies. Perhaps Sj^onsor Asks 
should ask their opinions someday. 

Roger Pryor, ^'-P-, broadcast production, 
Foote, Cone & Uelding, Neiv York 
The area in which I believe film- 
producing coin])anies could generally 




Better 

stipervision of 
fthn editing 



improve their service to clients is in 
post-production follow through. 

In the initial contact I find very 
little difference. A personable ) oung 
man ( or woman) asks for an appoint- 
ment, shows a reel — presumably of 
their most recent and best Mork — 
assures us they will be found competi- 
tive and dej^arts with a request that 
the) he considered for a future 
assignment. 

Assuming for the moment that this 



particular com])any has proved to be 
Avorthy of consideration, that they 
have been given scripts and/or story- 
hoards for cost-estimating purposes 
and ultimately have been given the 
job; the honeymoon begins and no 
groom could possibly be more atten- 
tive. Production meetings are held, 
with great care given to the last de- 
tail. Set designs and artw^ork are 
submitted; your preference of direc- 
tor, cameraman, etc., is sought; the 
shooting schedule is set; and this 
high level of rapport is maintained 
through the pre-])roduction and pro- 
duction periods. 

With the final "cut" from the di- 
rector, it's in the can at last and 
while one might be tempted to in- 
dulge in a slight sigh of relief, the 
war)' client will realize that his real 
trouble is about to begin. The next 
morning the production executive, 
the cameraman and director will 
quite probably be off on another as- 
signment. 

But who is left to supervise the all- 
important selection of takes, editing, 
completion of intricate opticals, the 
optical negatives and completion of 
the final corrected prints? All too 
frequently, a staff editor is assigned 
this responsibility and the net result, 
of course, is that the client must act 
as the film company's production ex- 
ecutive during this period, spending 
endless hours following his work 
through the post-reduction stages. 

Fortunately, some production com- 
panies, recognizing the importance of 
post-production efficiency have capa- 
ble executives to handle this phase 
and the print traffic, hut too few, 

James Love, president, James Love 
Productions^ Inc., New York 

To better serve the advertising 
agencies and their clients, most film 
j^roducers have set up procedures to 
handle the agencies' needs as though 
it were their personal problem. 

However, one of the most impor- 
tant services a producer has to offer 
is too often overlooked, or, if it is 

SFO.\SOR • 7 FEBRUARY 1959 




recognized, seldom demanded of him 
at the pro])er time. This service lies 
ill the utilization of his technical 
knowledge, long heforc a storyhoard 
is sent to the cHent for approvah 
This is not a suggestion that the 
producer get into the reahn of crea- 
tivity during the stor) board stage — 
though there are many capable of 



More ulilizadoti 
of prodncefs 
technical 
knoivlethe 



doing this — but rather as a technical 
consultant. 

The basics of film remain the same. 
The solving of the problems involved 
in adapting it to highly creative ideas 
is never ending. The producer's ex- 
perience in solving film problems of 
large and small magnitudes, from 
multiple sources, adds to his store of 
invaluable knowledge. This knowl- 
edge and know'diow" endows him 
with an ability, the potential of which 
has been barely scratched by main 
agencies. 

In our business, a? any other, size 
presents limitations and the law^ of 
diminishing returns is just as ap- 
plicable. Irrespeeti\e of the size of 
the agenc) that uses it, or the size of 
the producer that offers it, it's the size 
of the service that counts. 

The agencies that use specific pro- 
ducers on specific products are in a 
better position to use such a service 
than the agencies that put their work 
out on a bid basis. Accepting such a 
service under the bid system could 
^conceivably put the agency in the 
embarrassing spot of brain-picking, if 
they are forced, by price, to award 
the production to another producer. 

The producer cannot force this 
service; he can offer it, but agencies 
must be the judge of its worth b) 
practical application. ^ 



KOSI 12 the prize buy in Dwer 




xos/ 



In Denver the infhieuce station is KOSI, Because KOSI has 
listener loyalty — and the folks with money to spend. They 
respond to KOSI ad\^ertisers — and hiiy merchandise and 
services! No double spotting — so you get full impact from 
your message. 

So contact PETRY about the prize Denver huy — that will 
ariu sales awards for yon — KOSI I 

KOSI 5,000 watts in Denvar 



For San Francisco 

KOBY 

For Greenville, Miss. 

WCVM 



See your PETRY man, 

10% discounf for buying bofh KOBY and KOS/. 
MID-AMERICA BROADCASTING COMPANY 
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Capsule case histories of success/ 

I local and regional radio campai^ 

^ RADIO RESULTS 



AGRICULTURAL SERVICE 

SPONSOR: Agricultural Extension Service AGEACY: Direct 

of Monroe, La. 

Capsule case history: After 13 years of spoiisorsliip on 
radio station KNOE, Monroe, Louisiana, the Agricultural 
Extension Ser\ ice of West Alonroe has come to the conclu- 
sion that the impact of radio hecomes greater each year. 
Throughout the }ears. the service has sponsored a morning 
liomemaker show. This past Deceniher the Agricultural Ex- 
tension Service prepared a 12-page hrochure of holiday reci- 
pes for traditional Christmas dishes and Creole specialties. 
The hooklet was offered on the 9:35 a.m. hroadcast on 8 
Deceniher. By 4:30 p.m. of the next day — 9 Decemher — the 
service had received 351 orders for the hrochure by phone, 
letter, card or personal visits to the sponsor's headcjuarters. 
"After 13 years, we of course realized how effective and effi- 
cient a medium radio is," said Mildred Swift, an official of 
the service. "But even we were surprised by the overwhelm- 
ing response to our last offer. It proved our listenship." 

KNOE, Monroe Sponsorship 



FOOD 

SPONSOR: Soutliern Maid Doughnut Co. AGENCY: Din 

Capsule case history; Although doughnut sales usual 
drop in the Shreveport, La., area during the warm seas< 
because of intense heat, the Southern Maid Doughnut C 
has been selling year-round through K-JOE. Doughni. 
buying is an impulse purchase, says Johnny Jones, sa] 
mgr., and it is important to reach the customers wh 
they're in their cars. Accordingly, Southern Maid, wi 
three pick-up shops on main traffic arteries for commut 
traffic, times weekly traffic spots on K-JOE to catch t 
home-bound. It uses five announcements daily on the st 
tion's Joe Monroe traffic reports; cost is approximate 
Si, 000 per month. ]\Ionroe flies over the city during afte 
noon rush hours reporting traffic conditions. Ad lib cO] 
merely suggests a stop for doughnuts and Jones says i 
"doesn't have to look to know what time it is, becau' 
people begin flocking in, asking for 'Joe ]\Ionroe doughnu 
right after the announcements are aired on the station. 

K-JOE, Slireveport, La. Announcemei 



AUTOMOTIVE 

SPONSOR: United Motor Exchange AGENCY: Direct 

Capsule case hisfory; In 1953, the United Motor Exchange 
in St. Louis decided to place a test schedule on KXLW to 
reach the Negro market in that area. Since United sells a 
highly specialized service of overhauling motors and trans- 
missions and selling rebuilt ones at a cost ranging from 
§250 to $450, the advertiser questioned how effective the 
campaign would be. The test schedule consisted of 24 30- 
second announcements per week during traffic hours (cost; 
S120) for one month; the commercial emphasized immediate 
:?ervice — ''We'll come and pull your car in." Results: busi- 
ness jumped to $10,000 monthly gross. Today, United uses 
50-80 announcements per week (cost: $250), depending 
upon the number of cars in the shop, and the business has 
grossed as much as $30,000 in a month. Most of the current 
ad budget is in KXLW, with the rest in a non-Negro radio 
station and in print. "KXLW has proved to us the impact 
of radio," said Harry Blatt, United's general manager. 
KXLW, St. Louis Announcements 



FURNITURE 

SPONSOR: Nebraska City Furniture Co. AGENCY: Dirr 

Capsule case history: The Nebraska City Furniture Co., 
medium-sized retail furniture store located on the Nebras! 
side of the Nebraska-Iowa border, turned to radio to pr 
"mote its liquidation sale. The furniture outlet placed i 
schedule on radio station KFNF, although the facility 
located in Shenandoah. Iowa — 30 miles away and in a 
other state — because of its area coverage. The liquidati( 
sale was a rousing success, and one of the best in t! 
store's history. People from numerous communities 
Nebraska and Iowa came to Nebraska City for the evei 
"I want to give credit to radio for the success of my sal; 
because station KFNF was our prime medium of adv^ 
tising," said William Berger, the furniture store's ownt 
"This medium was responsible for sales as distant 
Clarinda, low^a, approximately 40 miles away." He addei, 
"I am convinced now of the great selling power of tl 
medium. We would like to renew our contract for 52 weeks 
KFNF, Shenandoah, la. Announcemei 
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I What radio station comes closest to 
^ playing the kind of music you like? 



A: 



WWDC the winner— in a poll conducted by PULSE. 
Proof that our "multiple music menu"— programmed for 
all tastes— is favored by metropolitan Washington. 



For full details on this and other important areas of leadership, 
write WWDC or ask your Blair man for a copy of "Personality 
Profile of a Radio Station." Based on a special qualitative PULSE 
survey, it will give you a true yardstick of Washington, D.C. 



Washington 



REPRESENTED NATIONALLY BY JOHN BLAIR & CO. 



Things continue to move fast in Jacksonville, Fla. — where WWDC-owned Radio 
WMBR is now first in the morning and second in the afternoon ( Oct.-Dec, Hooper). 
John Blair & Company will happily supply all of the solid facts and figures. 
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WHEELING 

37t*h TV 
MARKET 

*Television Magazine 8/1/58 

One Station Sells Big 
Booming Ohio Valley 



NO. 10 IN A SERIES: 

RIVER 

TRANSPORTATION 




Life-line for industry and a maior factor 
in the economy of the thriving WTRF-TV 
area is the storied Ohio River. On its 
broad surface flowed eighty-one and one- 
half million tons of cargo in 1957, more 
than one and one-half times the tonnage 
locked through the Panama Canal in the 
same period. The cargo carried and the 
people who handle it on ship and shore 
are more reasons why the WTRF-TV mar- 
ket is a si/per market for alert advertisers 
. , . a market of 425,196 TV homes, where 
two million people have a spendable in- 
come of $2'/2 billion annually. 

For complete merchandising service and 
avail abilities^ call Bob Ferguson^ VP 
and General Mgr.j at CEdar 2-7777. 

Noh'ono/ Rep*f George Pi HoUinghery Company 



Y&R 

[Cont'd from page 30 j 
points out, however, that this is whol- 
ly natural in view of the increased 
importance of tv in all agency work, 
and because of the evolving nature of 
radto/tv department operations. 

At one time Y&R's radio/tv depart- 
ment had complete over-all responsi- 
bility for not only program purchas- 
ing, production, and supervision but 
for radio/tv commercials as well. 
Three ) ears ago, radio/tv copy w as 
transferred to the copy department 
where it remains today. (Y&R presi- 
dent Gribbin once headed up radio/ 
tv commercial copy.) 

New directives from Y&R manage- 
ment spell out clearly the increased 
responsibilities of the radio/tv de- 
partment under Pete Levathes. (See 
box, page 30) . These include new 
program development, selection and 
buying, program supervision for all 
types of radio/tv operations, as well 
as the purchase of network and syn- 
dicated program time when it is tied 
to particular shows. 

In reading over these responsibili- 
ties, however, it should be borne in 
mind that they in no way conflict 
with the over-all media planning 
functions of the media department. 

Matthews, as director of media 
relations, is responsible to agency 
product groups and plans boards for 
recommending over-all media strat- 
egy for all Y&R accounts based on 
budgets, marketing needs and objec- 
tives, and specific account problems. 

The media department is also re- 
sponsible for analyzing all network 
time and program recommendations, 
in the light of over-all media strategy. 

As to the adaptability of the new 
Y&R system to other agencies, Mat- 
thews had no comment. Experienced 
agency men have pointed out to SPON- 
SOR that even in the biggest agencies - 
organization plans are frequently 
drawn to fit the special talents of 
available personnel. 

The fact that Y&R has in Pete 
Levathes an experienced media man 
with an exceptionally strong program 
and show business background (20th 
Century Fox) enables the agency to 
combine network time and program 
buying with less trouble than might 
be experienced in other shops. 

Certainly no tw^o agency personnel 
patterns are exactly the same nor are 
the particular and specialized needs 
^ of their different clients. 



Whether other agencies will follow 
Y&R's lead in placing network time 
buying in the radio/tv department 
will depend move on the type of tv 
business they do, and the qualifica- 
tions of their executives than on any 
"ideal" organization system. 

In recent years, many agency ra- 
dio/tv departments have tended to 
diminish rather than grow in stature. 
This state of affairs, brought about 
largely by the decline in agency pro- 
gram production, has been heartily 
deplored by many radio/tv men who 
would like greater power and impor- 
tance for within agency management 
councils. 

But regardless of what eventually 
becomes the role of agency radio/tv 
departments one thing seems certain: 
agency media departments are also! 
going through a period of evolution. 

For a discussion of the increasing 
integration of media and marketing 
activities see SPONSOR 17 January' 
''Will Media and Marketing Blend?" 

Out of all the pressures and forces 
now at work within agency organiza- 
tions, and the vastly increased impor- 
tance of air media, SPONSOR expects a 
new type of media department opera-' 
tion to evolve wuthin the next year* 
or so. ^ 

Corner office — Th 

nicest things happei 
when you buy tint 
on KYW Radii 



Clevelani 




®®©WESTINGHOUSE BROADCASTING COMPANY, i: 
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Wheeling 7, West Va. 

316,000 waHs M^^. 



network color 



BEER 

{Cont\l from page 34) 
er; from about 1933 to 1933, for in- 
stance, one of the hi^r radio shows 
was Ben Bernie, sponsored by l^abst. 
They dropped it, howe\'eT, for the 
-ame reason that two decades later 
they dropped boxing on ABC TV — 
he okl distribution problem — spend- 
ing money to reach markets where 
heir product wasn't e\'en on sale. 

In the present marketing revolu- 
ion, the networks probably are bop- 
ng that as the sur\^iving "national" 
>rewers expand, they will buy more 
\' or radio on a national netwt>rk 
)asis. The networks' dropping of 
'must buys has been mentioned b} 
•ome as a possible incentive to such 
egional operations as brewing, but 
ictually there has been no sign } et of 
I beer stampede on account of it. 
n season, howe\er, the networks do 
)ick up such beer sponsors as Ballan- 
une. Hamm, Schlitz. National. Strob. 
^'alstafT, Carling, Anheuser-Buseh, for 
najor league baseball and pro foot- 
)all sportseasts. But these are sold 
>n a regional basis to fit the spon- 
ors' own sales territories. NBC TV's 
Saturday afternoon baseball, for ex- 
|tmple, uas sponsored last year by 



three beers — Hamm in the West, J ax 
in the South, National in the Kast. 
This year, the major league ha^eball 
season starts a week earlier. Some of 
last \ ear's beer sponsors ha\e already 
renewed for this season. 

As local breweries continue to dis- 
appear from the scene, either through 
merger or failure, local advertising 
revenue for both spot tv and radio is 
bound to fall off. Local ad agencies 
will feel the effect too. But as the 
big brewers get bigger still, national 
and regional spot bu^^incss should 
show a sharp inc^rease. (As long as 
local rates prevail, however, this \vill 
remain a problem. A few shipping 
brewers control their wholesalers: 
others may expect their distributors 
to try to get local rates on the basis 
of being ''part of the community": 
branch breweries will be looking for 
similar breaks) . 

The one thing that can be counted 
on in the otherwise foamed-o\^er beer 
advertising industry, is commercial 
copy that should become even more 
creative than it is now. Which is 
sa)ing quite a lot since beer com- 
mercials in both tv and radio are 
presently just about the most creative 
copy on the air Avaves, ^ 



Rug on the floor — 

The nicest things 
happen ivhen you 
buy time on KYW 
Radio, Cleveland 

Represeuled by 




Antique desk — The 

nicest things happen 
when you buy time 
on KYW Radio, 



Cleveland 




^1^^ WESTINfiHOUSE BRO VDCASTIXG CO>l PAN V. I NC, 

ol 



'!Miiiiiiii;iif!ii!!i ill iiiiiiiiiiiiiiiiiiiiiiiiip ir ii;:! 'II I'll I,; ' iiriiiiiin n iiii ii'iiiiiiiiiiiiiiiM^^^ iiriiiiiiiiiiiiiiiM^^^^^^^ iii'""^! 
MR GUIDE TO BEER AD COPY | 

Five years ago, fhe Insfifufe for Mofivafional Research conducfed a full- | 
scale sfudy on The Ma [or Appeals in Current Beer Advertising, From if M 
comes fhis check llsf. How does your beer commercial check ouf? = 

DOES it convey the sensory enjoyment of beer; make the viewer | 
^ ''taste'' it, ''see' it, "hear'' it? E 

DOES // promise a sense of self-reuard, a ''now my work is done 

and I've earned this pleasure" feeling? * 

DOES it promise a satisfaction of the beer "craving"? (Beer is a - 
liquid faad ; there is a "beer hunger'}. ^ 

DOES it get across to the viewer or listener the feeling he can relax 
and be himself when he is drinking it? 

DOES // have dynamic actian suggesting ''alireness" of the beer it- 
self (a beer appeal is foam and sparkle). 

DOES it link icith mass desire for a "natural beverage brewed with 
care by people who themselves lave it? 

DOES // get across feeling that beer drinkers are happier people, 
that it is a really sociable beverage? 

DOES it convey the feeling af a socially and morally permissible 
pleasure without punishment afteru ards? 

DOES it emphasize the brand's social status^ that here is the beer 
! that's "just right for my kind of person"? | 

III nil iiir iiiiiiiiiiiiiiiimiiiiTiiiiii^^ 111 II I ' 1,1 I iiiiiii i 7' I? iiiiiii, . , 111 '! I ^ 
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iNrniMATES 



BEAUMON 




MOST AUDIENCE 
Noon to 6 P.M. 
6 P.M. to 10 P.M. 
10 P.M. to Midnight 
SIGN ON to SIGN OFF 



PROGRAMMING 26 OF THE TOP 30 SHOWS 
IN THE MARKET AND 9 OF THE TOP 10 



♦NOVEMBER, 1958 




KFDIVI-TV 

Beaumont-Port Arthur-Orange 



C. B. Locke, Executive Vice President 
& General Manager 

Mott Johnson, Sales A Operations Manager 



Peters-Griffin-Woodward, Inc. 




What*$ happening in U. S. Government 
that affects sponsors^ agencies^ stations 



WASHINGTON WEEK 



7 FEBRUARY 1959 

Copyright 1959 
SPONSOR 
PUBLICATIONS INC. 



The FCC has deeided to hold 8o-ealled ruleiiiaking proeeedings on the BarroM' 
Report proposal to hnn nelMork spot representation of non-owned stations. 

The first call is for written arguments for and against the proposal, with the deadline set 
for 28 February, which happens to be a Saturday, and the deadline for reply arguments 15 
March, which happens to be a Sunday. This would indicate that the FCC expects to extend 
the filing times. 

The action was taken while network option time remains on dead center, with the FCC 
and Justice Department apparently in disagreement. 

The Supreme Court decision in the RCA-NBC-Westinghouse case may trigger action on 
option time. The Court is not considering the merits of Justice charges that RCA-NBC forced 
Westinghouse to trade its Philadelphia stations for the NBC Cleveland stations, plus S3 million. 

The sole point being appealed is whether FCC approval "insulates" an action or prac- 
tice from Justice Department prosecution. The decision, if it is clear-cut, will tell Jnstiee and 
the FCC which has primary jnrisdiction over aHegcd antitrust violations in the 
ronimunieations field. 

The two agencies had not compromised as of this writing. The FCC majority believes 
option time a ^treasonably necessary" restraint of trade on the part of the networks, 
while Jnstiee would end it as a per se antitrust violation. Therefore, the Supreme Court 
decision has much significance for option time. 

The FCC was believed set to move against "must buy" and web representation of non- 
owned stations, while offering only to shave option time a little, in order to preserve the net- 
work picture pretty much as it is. 



The FCC has onee again haek-traeked under fire: Tliis time it put off the ef- 
fective date of its order to vhf boosters to apply for licenses as uhf translators or 
get off the air. 

Deadline was made six months, instead of three. Further, the FCC promised to reconsider 
its refusal to license the low-powered vhf repeaters. 

Action came in the wake of a Congressional storm roused by legislators from the far 
west. FCC was accused of not caring about spreading tv service into rural and remote moun- 
tain areas. Vhf boosters were termed cheapest, and the expense of conversion to translator op- 
eration as well as conversion of sets in homes was cited. 

Even after the action the flood of bills to force the FCC to license vhf boosters continued 
to hit the hoppers. 



More trouble stored up for the FCC! The Senate Comnierre Committee waxes 
impatient at lack of action to get more tv stations on air. 

FCC, with the Television Allocations Study Group report still not delivered and not likely 
to be ready for another month, waits with its recommendations. Chances are its breathing spell 
will last until it is ready, if that doesn't take too long. 

After that, the FCC had better have something concrete on the way, or the Coin- 
niitloc will be after it hot and heavy. 
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Marketing tooU^ trends, news, 
in syndication and commercials 



FILM-SCOPE 



Tobacco may well be on its way to bccoiiiing tlic top spender among all prod- 
nets in syndieation. 

While beer and food, the two traditional leaders of syndication spending, have been rela- 
tively stable in their syndication spending this season, tobacco, gasoline and soap have shown 
tremendous growth. 

Tobacco spending in syndication is following t\vo well defined patterns, which are (1) 
regional buying of alternate sponsorship in a single show and (2) spot market 
buying of partieipations in a variety of sbows. 

Using the regional approach are such brands as Lucky Strike through BBDO ami Tarey- 
t(in through Lawrence Gumbiner, both in Secret Agent 7 while the spot market technique is 
favored by such brands as Camels through William Esty. 

By placing its business with stations into syndicated shows in order to get nighttime min- 
utes, R. J. Reynolds is emerging tbis season as one of the largest spenders in syn- 
dieation of any x^roduct type. 

There are still some obstacles to be cleared away before videotape ean be used as an 
international medium of program exehange. 

The principal difficulty is that a variety of lines-per-screen systems are used by different 
countries and until adaptor mechanisms now being developed are perfected, tapes made in 
either the United States, Great Britain and Franee, for example, cannot be played 
following export for teelinical reasons. 



A new appraisal of the profit potential in merehandise lieensing has resulted 
from siieh factors as the relative decline of children's programs on the networks 
over the last few seasons. 

The biggest moneymakers in merchandising have almost always been items that appeal 
to children, and curtailed licensing operations have generally resulted from the dearth of this 
kind of programing. 

The new picture is for merehandising profits to be approaehed on a eonservative 
basis with lieensing departments run efficiently and economically. 

ABC Films, for example, last week placed its syndication merchandising activities under 
the functions of its client service manager; CBS Films recently took over all CBS mer- 
chandising activity. 



Independent stations have come up with full length documentaries as a pro- 
graming formula to combat network attractions. 

New York's WPTX, for example, is following up its Documentary on the Russian Revo- 
lution with shows on Adolph Hitler, the Cold War and Eva Peron. 

Syndication sale of these hour-long films to other stations has brought in money from 
Savarin in New York, the Plasterer's Institute in Chicago, the Boston Globe and other adver- 
tisers not frequently attracted to syndication. 

International possibilities of these series are being explored by WPIX, with sales 
already made to both the English and French networks of the CBC. 
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FILM-SCOPE con/»W 



United Artists' entry into Iv film on both the network and syndication side this season 
puHSfMl ilH firsl iiiiIc8l<Hic hist ysvvk with the sale of Trouble Shooters to Marlboro. 

McanAvhile, UA has four other series which will he olTcrcd first to network clients, and 
:it the same time has made some initial moves to bolster its sales staff. 



A certain aiiiount oT exaggeration in talking ahont international film syndica- 
tion over rceent years is now tending to obseiirc the fact that foreign sales arc in- 
creasing in iniportanec. 

Claims that international business accounted for a 25% share of total volume were made 
in the past by distributors whose foreign business actually amounted to something closer to a 
10% or 15% share. 

Realistic estimates of the overall share of foreign sales in film syndication for 1959 arc 
that it will a|>|>roaeh 20% and be somewhat higher than $20 million. 



The i\TA merger with GKS last Mcck ai>i>eare(l to have different ramifications 
for jirograming and sales functions for Gross, Krasnc and Sillcrnian. 

Jack Gross and Philip Krasne are understood to be continuing as independent producers 
but will be suppliers to NTA. Michael M. Sillerman will join the sales force of NTA. 



The first month of 1959 showed selling patterns in tv film that tended to erase many dif- 
ferences between network and syndicated programs, with many distributors selling shows 
all out of the same hopper from the initial episode or pilot. 

The advantage of selling this Avay is that produetion budgets ean be ujiped or shaved 
slightly after it's known which route the film program will take. 



COMMERCIALS: A roll call of the ofllccrs and ilircctors of the KPA re elected 
last w^eck to serve again in 1959 show^s a good cross section of active eomnicreials 
and industrials film producers oi>crating in the New York center. 

Posts will continue to be occupied as follows: Nathan Zucker of Dynamic is president; 
Lee Blair of Film-TV Graphics is executive v.p.; Judd Pollack of MPO is 1st v.p.; Robert Crane 
of Color Services is 2nd v.p.; Henry Strauss is secretary and Ed^vard Lamm of Pathescope is 
treasurer. 

On the FPA board are these members: David L Pincus of Cravel Films; Peter J. Mooney 
of Audio Productions; Walter Lowendahl of Transfilni: Robert L. Lawrence; Harold Wond- 
sel; F. C. Wood of Sound Masters, and Stephen Elliot. 



Don't expect too much of a low price policy from tape commereials producers 
as they start rolling in coming months. 

Tape production costs are inherently anywhere from 33% to 50% less than film opera- 
tion expenses which has led some commercials buyers to expect correspondingly Ioav prices. 

But tape producers point out they have a mammoth investment to pay off and fur- 
thermore, they feel the speed of the tape process has a value in itself. 
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Ever hear of a sponsor passing out stock to performers to insure "together- 
ness"? 

Masscy-Fcrguson has issued a share of stock to each of the 55 members of the Jubilee 
USA-Red Foley troupe on ABC TV. 



The girls-in-whitc (nurses) are taking over from the banned inen-in-white in 
tv commercials. 

So far the medicine plugs have cautiously confined the white-cappers to just hold- 
ing the product for close-up shots, however. 



CBS Radio's management decided last week that one go-round of its Business 
of Sex program was sufficient, despite numerous requests for a repeat. 

One Midwest affiliate meantime called off its announced rebroadcast because "we just 
can't clear all our commitments." 

Life Magazine's media salesmen are being brought up-to-date on the language 
of agency people so that they can turn this lingo to their advantage. 

They're being instructed how to sprinkle their palaver with air media terms like 
"saturation", "reach", "cumulative unduplicated audience", etc. 



Madison Avenue showmen arc still shaking their heads over the $100,000 fee 
offered Debbie Reynolds by an oil account for a one-shot. 

The account's agency protested that the price would establish a bad precedent. The 
client retorted: "Never mind the precedent; get her." 



Agencies with top accounts arc getting the rush these days from barter mer- 
chants. 

The word has passed around among bigger manufacturers that tv spots can be 
bought for SO^^ on the dollar; so the agencies have reconciled themselves to sitting it out 
until the bargain-hunting kick runs its course. 



With P&G scouting around for a show to replace her, it looks like Lorctta Young will 
be bowing out of tv (of her own volition) at the peak of her ratings. 

Her producing company turned down a $6-million offer for the re-run rights to 

her six-year backlog; the offer was considered too skimpy. 



Do people workhig in ad agencies constitute a good cross-seetion of the goods- 
consuming public? 

One of the agency giants thinks it docs, many of the studies on consumer tastes, habits, 
and what-not are based on polls conducted among the employees in its home offices 
plus numerous branches. 
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itie 5l3i BILLION 

WSMpire 




Spencer Chemical Fertilizes the ^IV^ Billion WSMpire 



John McDonald und Bob Cooper of WSM (dark suits) discuss the market 
potential of the $2^4 Billion WSMpire with Spencer Chemical's Director of 
Advertising^, M. H. *'Mouse** Straif^ht (left) and Dick Dodderidjic Account 
Executive, and Jack Kirwan, Radio and TV Director of Bruce B. Brewer and 
Company of Kansas City. 

The fact that the 869.500 people on 202,464 farms in the WSMpire have an 
annual farm income of $817,092,000 and buy $22,331,984 w^orth of commercial 
fertilizer each year was enough to convince Spencer Chemical and their 
Agency of the wisdom of using the sales influence of WSM. Current schedule 
— 5 programs weekly featuring WSM's Farm Director, John McDonald. 

Are you overlooking that $2^4 Billion WSMpire? It is the heart of an area so 
vast, so extensive and so rich in sales potential thnt it ranks as America's 13th 
largest Radio Market. 

For the astounding story of this market and how WSM covers and sells it, 
ask Bob Cooper or any Blair man. 

WSM Radio 

Key to America's 13th Radio Market 

50,000 Watts •Clear Channel • Blair Represented • Bob Cooper, Gen. Mgr. 
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ADVERTISERS 



WRAP-UP 

NEWS & IDEAS 
PICTURES 





When the bell sounds: Jim LeBarun, 
acct. exec, at H-R Reps shows Mary Benja- 
min (1) timebuyer and Joan Rulinan, media 
mgr., both at Grey Adv., llelbrose wrist 
alarm worn by radio sales^men at II-R. Gim- 
mick : Alaim ?^et<; for sales lime needed 



Overcrowded! But only until the Blair 
Rep firm moves in June. Show^n here are 
(I to r) Howard Maschmeier, W\HC-TV, 
New Ilaven-IIarllord; Fred Ebener, WOW- 
TV, Omaha; Shaun Murphy, KTVI, St, 
Lonis; John Vrba (seated) KTTV, L.A. 



Snow in San Francisco? To promote its Paramount film package, KPIX '^el up a snow- 
capped mountain area, with 21 tons of snow. "Snouhelle'' Paula Lane hands literature 
to KPIX gen. mgr., Lou Simon (c) and \^ BC exec dir. lor the West Coast. Phil Lasky 




National Shoes this week kicks 
off the higgest spring advertising 
campaign in its history. 

Using tv, radio and print, the drive 
will cover 37 markets in the six 
states where National operates stores. 

On the radio front, an intensified 
spot push will represent National's 
strongest effort in the medium. The 
saturation schedule calls for one-min- 
ute spots in all markets. 

The tv line-up in New York is 
centered around the younger set — via 
participations in four shows on 
WNEW-TV. 

Agency: Mogul, L,W&S. 

Other campaigns at work: 

• Southern Bell Telephone of 

La. departs from their usual custom 
of running short announcements on 
all radio stations in the market. The 
new campaign: five five-minute news 
and weathercasts on one station in 
each of the 15 La. markets — for 52 
weeks. Southern Bell is also scheduled 



There are smiles: Coca-Cola executives 
in Houston at the premier ol lli-Fi Club 
on K-NUZ, which Coke will sponsor eight 
hours a week — for 52 weeks. With them 
are K-NUZ f!;eneral manager, Dave Morris 
(2nd r) and acct. exec. Warren Collins (r) 

iff 



If. 





Oils anvoiie? Some 50 viewers submitted 
these paintings done while watching art 
instruction series on WCSH-TV, Port- 
land, Me. Station gave cash to best oils 
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to sponsor llic La. Stale University 
football games durinp: the 1959 sea- 
son on radio and tv. Agency; Tncker 
' \Va) ne & Co. 

• Kdisoii Electric Institute 
kicks oil its "Ajjj)liance and Medal- 
lion Home'' program next week, via 
j)articij)ations on NBC TV's Price is 
Right, County Fair, and Younf^ Dr. 
Molone — for 32 weeks. Agency: F&S 
&R. 

• Glauinrenc will use the ''Mrs. 
America" inerehandising theme as its 
advertising campaign this year. Plans 
include having Mrs. America intro- 
duce the rug and upholstery cleaners 
via Arthur Godfrey s tv show (CBS 
TV).^ 

I • The Vcnns Pen and Pencil 
Corp. is expanding its ad campaign 
this year, to promote its Venus '365' 
pen-cil. via spot tv and j)rint. Agencv: 
DDB. 

Ideas, contests and promotions: 

• Johnson & Johnson, to boost 
sales on its new Cotton Buds swabs, 
is launching a $75,000 "Jet Jambo- 
ree" contest this week, to run through 



17 Ma\. J&J will j)n)mole this eom- 
plete the rhyme eonlest \ia its six 
da) time network tv shows. 

• Kraft, for its Cnrann^ls and 
Fndgies is launehing a jingle contest 
on its liat Masferson and Milton 
Berle shows (XBC TV). First prize 
is a role in the BM series, for two 
weeks, at $10,000 j)cr. Agency: l\ 
C&B. 

Thisa 'n' data: Gillette, on the 

basis of })reliminary figures, rej)orts 
its 1958 net earnings after taxes at 
abuut $27.5 million . . . Kraft Foods 
is negotiating with ABC TV on })os- 
sible sponsorshij) of IVrry Conio as 
star (jf an hourdong show for the 
1959-60 season. 

Strictly personnel: Don iVIiller, 

formerly senior v. p. of K&E. elected 
v.p. of marketing at B. F. Goodrich 
. . . Arthnr Johnson and L S. 
Ilirschhorn, nj)ped to v.p.'s at 
Ronson . . . William Martin be- 
comes marketing research manager of 
Borden Foods Co. . . . W. C, Kerna- 
han, appointed manager, direct ad- 



V(M'tl^ing. CjuU Oil Corp. . . . Jo.sepli 
\\'^:i*:<»r, nanu'd \ .p. in charge of sales 
for the California Frozen Juic(» C(*. 



AGENCIES 



Pittshni**4li-l)a.<^ed Ketch uiii^ Mac* 
Leod & (»i*ove rcport(*d r<*cord 
hiinng;s for 19.>8 of S27 iiiillioii 
— 12% higher than 1937 fi*:ure. 

KM&G sees this trirnd substantiated 
by the *5o total : Clients are in- 
creasing their use of agency services. 

For j)ublir relations, research, mar- 
keting, merchandising and sah^s and 
technical literature, activity was up 
17.3^/< ; advertising showed a gain of 

BBDO |uit out a short piece on 
a stndy it did alunit the American 
consiuiicr, dnhbed "The\ Sa\ They 
Won't — But They Do." 

Based on a beginning and \ ear-end 
surve) made with consumers over a 
five-) ear period, the rej)ort showed 
them to be an unprtHlictahle lot : 
thev (lou^t alwavs hnv what thev 




To ihe roriie : This fire engine and four first-aid units toured 
Roanoke the day Rescue 8 premiered on WSLS TV. Here sponsor 
Norman McVeigh, president, Mick-or-.Mack Stores, joins firemen 

1 

■p)oii^l nMiinp ihis aee says Charles Goren (1), world's leading 
▼hridge authority, to Walter Schwimmer, currently producing Champ- 
ionship Bridge. Tv show, featuring Goren, will he released in March 





Ihi^ is ihv way we oleaii a ruf;: Jide^ Power, of Jules Power 
Productions, X. V. agency for Glamorcne, Inc., describes its new 
Kug Shampoo Vr to actress Marie McDonald at National Housewares 
Sho w in Chicago. Glaiuorcnc will promote product via tv and radio 
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I ell ])ollslers the) \>ill, and vice 
^ ersa. 

The survey, focused on electrical 
appliances and automobiles, revealed 
these facts: 

• Three-fifths of all appliances and 
four-fifUis of all cars are bought b) 
people who, at the beginning of the 
year, had no intention of buying them. 

• In any given year, more than 
half who intended to buy a certain 
brand of aj)pliancc, and about a third 
of those intending to buy a specific 
make of automobile, bought a differ- 
ent make. 

The conclusion: brand loyalties are 
not firmly established, and are sub- 
ject to change via aggressive adver- 
tising, new j)roduct development, ef- 
fective salesmanship and point-of-sale 
displays. 

Name changes : Feigenbaum & Wer- 
men, Philadelphia, became Wermen 
& Schorr last week, with David 
Wermen. i)resident and J. Leonard 
Schorr, executive v.p. . . . Whitlock. 
Swigart Evans, New Orleans, is 
now Swigart & Evans, with Daniel 
G. Evans, president and Frederic R. 
Swigart, v.p. and treasurer. 



Merger : Tw o lialtimore agencies, 
Strouse & Co. with Cahn-I\h"ller, 
formed Calm, Miller & Stroiise last 
week. Officers: Louis Cahn, presi- 
dent; Samuel Strouse, v.p. and treas- 
urer; William Harris, v.p, and secre- 
tary. 

Agency ai>pointnients : Magnavox 
awarded its SL5 million account to 
Marschalk & Pratt div. of McCann- 
Erickson . . . The Union Oil Co. 
of California, for its radio and 
tv advertising, to EWR&R, Los 
Angeles . . . Sweet-Orr & Co., radio 
and tv spot spenders, from Doner 
& Peck to Kastor,H,C,C,&A . . . 
The Mitchum Co., for its Products 
Nina French-originated cosmetics 
line, to Anderson & Cairns . . . 
Rapidol Distributing Co., makers of 
Blensol Color Shampoo, to Fletcher 
Richards, Calkins & Holden . . . 
Joseph Silverman & Co., distributors 
of Sandran Vinyl floor coverings, to 
Ingalls-Miniter-Haughey . . . Rowse 
Co., apple products processors, to 
Charles F. Hutchinson, Boston . . . 
E. F. Hutton & Co., for its Western 
area operations, to Lennen & 
Newell . . . American International 



Pictures, to The Goodiiiaii Organi- 
zation, Los Angeles. 

Thisa 'n' data : The Western 
States Advertising Agency Asso- 
ciation is holding its annual awards 
dinner next week (13), honoring Hal 
Stebbins, head of his own agency . . . 
F^red Manchee, retired executive 
v.p. and treasurer of BBDO, has a 
book coming out, The Hucksters, 
which takes up the cudgels against 
the novelists and scriptwriters who 
have painted an unsavory picture of 
the advertising world . . . Something 
new in presentations: tv producer 
Walt Franier is touring Madison 
Avenue with a live version of his 
latest offering Penny-A-Mile geog- 
raphy quiz. He brings his m.c. with 
him, who then selects agency people 
at random to participate before the 
"top brass". 

A new professional gronp in the 
media field was organized last 
week, by some 20 New^ York 
Agency media men. 

Dubbed, The New^ York Adver- 
tising Media Planners, the group 
will meet once a month to intergrate 
media plans, buying techniques and 
marketing information. Membership 
is limited to time and space buyers. 

Officers : president, Newman Mc< 
Evoy, senior v.p. and media director 
of C&W; v.p., W. E. Matthews, v.p. 
and media relations director at Y&R; 
secretary, Julius Joseph, Jr., v.p. and 
media director of Heineman, Klien- 
feld, Shaw & Joseph; and treasurer, 
William Schink. v.p. and media di- 
rector of G. M. Basford Co. 

The winners in two of the cate- 
gories in the League of Adver- 
tising Agencies' "1958 Outstand- 
ing Campaigns" competition: 

1) Tv presentation, spot or pro- 
gram: Joseph I. Sonnenreich for 
client, Wispese Corp. 

2) Agency self-advertising: Jay 
Victor & Associates. 

Leo Burnett added these v.p.'s to 
its plans board: Howard Anderson, 
John Coulson, Norman LeVally, John 
Matthews, Leonard Matthews, Wil- 
liam McHvain, Don Tennant, and Ed- 
ward Thiele. 

Ahout people going places: 
Roselon Flanagan, elected v.p. of 
Norman, Craig & Kummel . . . Aldis 
Butler, manager of Y&R's Detroit 



INSPIRATION IN RADIO ELECTRONICS 

Think bi^' has ahvays been the order of the day in radio 
electronics. Galvani, Marconi and you either have changed 
or can chang:e the world with a thotight or an idea unheard 
of before. Seeiuo- all that's new at the 1959 IRE SHOW 
can spark your new idea — can be your inspiration. 

Bifi' in uumber of manufacturers and suppliers exhibit- 
iuo:, big in uumber of top radio electronics experts, big in 
number of important de^^elopnlents ou display — that sum- 
marizes this year's Coiiveution and Show\ Dou't miss this 
ouce-a-yoar opportunity for man-to-uian talk with the 
thinkers, planners and doers in your field of specialty. 




THE IRE NATIONAL CONVENTION 

Waldorf-Astoria Hotel 

AND ffHE RADIO 23 • 24 
y ENGINEERING SHOW 

Coliseum, New' York City 



MARCH 



25 • 26 



THE INSTITUTE OF RADIO ENGINEERS 

.1 East 79th Street, New York 21, N. Y. 
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Metropolitan Atlanta 
Leadership in 
Television Audience Ratings 

3.MONTH AVERAGE 
October, November^ December — ARB 

Total of 1362 qtr-hrs meosored (oil 3 
stotions on the oir). Ties counted as 
''firsts" for each station involved. 



how 



W$B-TV 



2nd. Sta. 3rd Sta. 



TV do 



. IBS 

Atlanta 



In few major markets of Ameriea do ad\eriisers 
find such massi\'e preference for one television 
station. Chart shown reflects Atlanta viewing 
habits for the last quarter of 1958 — WSB-TV 
\'icw^ed by the most people 53.1%' of the time. 
A preference greater than that of the other two 
stations combined! 

This massive preference, teamed with WSB- 
TV's bigger coverage pattern, is producing un- 
commonly good sales for advertisers. Certainly 
your advertising in Atlanta belongs on WSB-TV. 



VVSB-TV is affiliated with Tho Atlantii Journal and The Atlanta Constitution. 
NBC affiliate. Repre.sented hy Edward Petry & Company 
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LOOKCb 



UP!\ 



SPECIALIZED NEGRO 
PROGRAMMING 



With 100% Negro pragrammmg per- 
sonnel, KPRS is effectively directing 
the buying hobits of its vost, fotthful 
oudience. Your soles messoge wostes 
neither time nor money in reoching 
the heort of its "preferred" morket. 
Buying time on KPRS is like buying 
the only rodio stotion in o community 
of 128,357 octive prospects. 



1,000 W. 1590 KC. 

KPRS 

KANSAS CITY, MISSOURI 
for ovoi/obi7i*li'es call Humboldt 3-3100 

Represented Nationally by- 
John E. Pearson Company 



Universi'fy of Oregon — Eugene, Oregon 



Nearly of Oregon's 
hxMyinq families wafch 

KVAL-TV 

KPIC-TV 



The only clear-picture in the 
Eugene - Springfield - Roseburg 
market is on KVAL-KPIC. One 
order to your Hollingbery man 
or Art Moore and Associates 
( Portland-Seaitle) covers both 
stations. 




KVAL-TV fugene 
NBC Affiliate Channel 




KPIC-TV Roseburg • Channel 4 

SoUlllte 



office, moves to JWT next week in an 
executive capacity . . . Melvin Weiss, 
promoted to group head at McCann- 
Erickson, Cleveland . . . Androv' 
Quale, to Wade Advertising as a 
group supervisor heading the Alberto- 
Culver account . . . Frank Brodsky. 
former director of advertising for the 
Pepsodent division of Lever, joined 
Garfield-Linn & Co.. Chicago, in an 
executive position as a member of the 
management team . . . Ralph Wolfe 
and John Owen, to the automotive 
accessory account group at D. P. 
Brother . . . George Hall, named 
copy director at J. T. Howard Adver- 
tising . . . Bruce Crawford, to Ted 
Bates & Co., as a member of the 
Brown & Williamson account group. 



FILM 



The use of syudieated program- 
ing as an advertiser strategy to 
get spot announcements in prime 
time is resulting in a hnsiness 
hooui for stations and syndiea- 
tors alike. 

Typical of the new upsurge is a re- 
port from WWJ-TV, Detroit, on al- 
ternate week sponsorship and par- 
ticipation bu}'s by national advertis- 
ers via syndication. 

This one-station sample includes 
the following; 

• Sun Oil and Anheuser-Busch in 
U S, Marshal 

• Dow Chemical in Colonel Flack. 

• Heide Candy in S^t. Preston. 

• Tareyton in Secret Agent 7. 

Organizational move: Buckeye 
Corp. has acquired Pyramid Produc- 
tions, Flamingo Telefilm Sales and 
has purchased property rights from 
Essex Universal Corp. A fourth divi- 
sion in commercial and industrial 
film production is being sought. 

Sales : MCA reports signings for 
Secret Agent 7 by Tareyton in 10 
markets; Donovan Coffee in two Ala- 
bama markets: Ballantine Beer in Co- 
lumbus, Ohio; Dixie Electric Co.; 
Blue Plate Foods and Giant Markets 
. . . Jayark's Jiozo the Clown sold to 
WPIX. New York . . . Air Poiver sold 
to the French CBC network through 
S. W. Caldwell Ltd. . . . ABC Films 
reports sales in a total of 45 markets 
for People's Choice, 26 Men, Jim 
Boivie and Boivling Queens, all made 
during the first three weeks of Janu- 



ar) . . . MCA's Paramount Pacfl 
purchased b) WDSU-TV. New 
leans; WHTN-TV, Huntington 
WLAC-TV, Nashville . . . United] 
tists Associated reports 20 additi(l 
sales of Warner Bros, features, F| 
eye cartoons. Gold Mine library 
other feature film packages. 

Promotions: KPIX, San FranciJ 
efforts for the Paramount film pa 
age included a 24- ton recreation I 
the snowy Paramount trade-ma 
mountain peak in cooperation wl 
local department stores . . . Al 
Films star Irish McCalla will mak^ 
personal appearance in Brawla 
Calif., on behalf of her Sheena seri 
carried on KIVA-TV, Yuma 
WBAL-TV, Baltim ore. employe 
Tastycake Company president Pa 
R. Kaiser as an honorar}' fire chief i 
a promotion for the Rescue 8 series. 

Pid)lic service: A new group c 
film spots in the Inspiration Pleai 
series has been released to stations I 
nominal cost by the Family Theatr 
of Hollywood . . . the Carling Con 
servation Club has released a series o 
13 conservation films of L5-minut( 
program length ; distribution is 
through Films of the Nations of New 
York without charge . . . Norman 
Strouse of J. Walter Thompson deliv- 
ered a series of tv and radio spots for 
the 1959 Red Cross campaign . . . 
Association Films has its 15-minute 
documentar) film on heart disease, A 
Matter of Time, available again this 
} ear for programing during February. 

Strictly personnel: James E, Den- 
ning joins the legal staff of MCA TV 
as a v.p. . . . William Don Bryan 
becomes southern area sales manager 
of Screen Gems . . . Barney Crag- 
ston, new sales manager of Cisco Kid 
division of Ziv, will supervise the fol- 
lowing account executives : Walter 
L. Sachs, Stanley Dyer and George 
W. Sloan, Jr. . . . Don Fuller joins 
Official Films and southwestern rep- 
resentative . . . Joining Flamingo 
Films are Wells Bruen as Dallas 
manager, Sam Steele, Jr. as south- 
ern manager and William A. Whal- 
eu on the midwestern sales staff . . . 
New sales executives with ITC include 
John Serrao as western district 
manager, Al W. Goodwin on the 
Arrow sales staff and John B. Dal- 
ton on the northeastern sales force 
. . . John Tallcott joins Ziv's New 
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IF IT IS BIG 

AND IMPORTANT^ 
IT'S ON WHAS'TV 



Phyllis Knight 
Top McCall's Winner 
for 1957 
hostess of "Small Talk" 
6-6:15 p.m. daily 




Live helicopter flights with landings on 
the studio roof, remotes from ChinchiU 
Downs and the state fairgrounds, a video 
taped jet plane ride . . . guests ranging 
from Billy Graham to Bourbon Beef 
Show winners keep Phyllis Knight's 
"Small Talk" show sparkling. And Phyllis 
won McCalTs top Golden Mike Award 
for persuading thousands of women to 
submit to a cervical cancer test. 



Adroitly blending community service 
with entertainment and information, 
*'SmalI Talk" is typical of the imagina- 
tive, IMPORTANT programming wdiich 
viewers lia^e learned to expect from 
V/HAS-TV. Advertisers such as Tetley 
Tea, Breast Chicken Tuna, FAR, VEL, 
Pow^der-ene and Zest recogn izc that 
";;maii Talk" sells BIG. 




Your Advertising Deserves WHAS-TV Attention . . . 
with the ADDED IMPACT OF PROGRAMMING OF CHARACTER! 



WHAS-TV 

Foremost In Service 
Best In Entertainment 



WHAS-TV CHANNEL 1 1 , LOUISVILLE 
316,000 WATTS — CBS-TV NETWORK 
Victor A. Sholis, Director 

Represented Nationally by 
HARRINGTON, RIGHTER & PARSONS, INC. 
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We're No. 1 in 
Jacksonville . . . . 

"but that's not 
enough!" says 




Robert R. Feagin 
General Manager 

WPDQ 
Jacksonville, Fla. 



"Far aver" twa years the twa majar rating 
services have faund WPDQ Jacksanville's 
top station. This is gratifying to us - - but 
we know agency Time Buyers and Adver- 
tisers want to know mare than the rating 
stary before placing a schedule in Jack- 
sonville. Ta get results a station must 
hove listeners, true — enough to get goad 
ratings but those listeners must be alert, 
loyal, and active in the community. Alert 
to catch your commercial message — loyal 
enough to accept the station's implied 
endorsement of your product and act on 
it. 

Here at WPDQ we consider community 
stature of equal importance with ratings. 
A station with community acceptance at- 
tracts citizens of stature as listeners — 
alert listeners — loyal listeners — buying 
listeners!" 




COMMUNITY STATURE BUILDING 
FEATURES AT WPDQ INCLUDE: 

• Ten times doily News Director Ed 
Grant broadcasts the answers to im- 
portant community questions through 
the actual voice of local authorities. 

• WPDQ News Correspondents report 
local, state and notional news direct- 
ly from the spot where news is hap- 
pening, while it is happening. 

• 24 Hour Service Jacksonville listen- 
ers keep up with the best in music, 
late news and weather anytime of 
the day or night on WPDQ, Jackson- 
ville's only full time radio station. 

• WPDQ is owned, operated and 
staffed by mature, professional peo- 
ple — leaders in community affairs. 

Represented by 
Venord, Rintoul and McConnell 
James S. Ayers, Southeast 



5000 Watts 



600 KC 



WPDQ 

Where alert listeners tune by choice, 
not by chance .... 



York Cit} sales office . . . Joseph L. 
Tames joins Mo\'ielab's customer 
service department . . . New officers 
of Cinema-Vue Corporation include 
Arlluir J. Steel and Harry Piin- 
stein. 



RADIO STATIONS 



A sur\ey by RAB on ulio the big- 
gest advertisers in local radio 
are, eame up with this finding: 

New and used car dealers provide 
the biggest chunk of radio's local in- 
come; supermarkets are second most 
active radio users and department and 
appliance stores are tied for third. 

A San Francisco profile of the 
iNegro eonsumers, done for 
KSAN by Far West Surveys, in- 
cluded these elisracterisilc:: : 

» The Negro consumer spends 
about 30/^ of the average family in- 
come, which is about S400 per 
month, in food stores. 

• Women of the house, in seven 
out of 10 cases, handle the family 
finances. 

• An observation: Because of her 
slowly changing world, new products, 
new brands and new packaging make 
an impression on the Xegro con- 
sumer. 

Ideas at work: 

• To see the results of active edi- 
torializing: WAVZ, New Haven 
played host, last week to a group of 
civic leaders from the Albany-Sche- 
r.ectady-Tro) area. Purpose of the 
trip: to take a look at how WAVZ 
has been plumping for redevelop- 
ment projects in New Ha\'en. 

• WFIL, Philadelphia, is holding 
a "Round Robin" listener contest. 
The gimmick: three mystery records 
are aired each day and the person , 
correctly identifying them daily, will 
l)e awarded a two week vacation for 
two in Paris. 

• Promoting itself: WDRC, Hart- 
ford, is sending to all its clients, agen- 
cies and news outlets a 10-point out- 
line of why it is "the liveliest station 
in town." Brochure includes staff 
changes and additions, new program- 
ing and a description of the station's 
new mobile unit. 

Station pureliases : WBRO, 

Waynesboro, Ga., to Collins Corp. for 
$35,000, brokered by Paul H. Chap- 



man Co WSMN, Nashua, N. H.. 

by the 1590 Broadcasting Corp. . . . 
W f SV, Claremont, N. H., and 
WTSL, Hanover, N. H., by Radio 
Claremont and Radio Hanover, re- 
spectively, both principally owned by 
Norman Knight, pres., Yankee Net- 
work. 

Business report : WABC, New 

York reports its fourth quarter in 
1953 turned out to he the best in 
more than three years. Sales were up 
52% over the like period of 1957. 

Thisa 'n' data: The Southern Cali- 
fornia Ford Dealers (JWT) began 
sponsornig a half -hour show on 
KCBH-FM, Beverly Hills, dubhing 
it Thunderbird Hour, for its Thun- 
derbird and Galaxie models. The 26 
week contract comes to $6,500 . . . 
KILT, Dallas moved into new head- 
quarters last week, in the McLendon 
Building . . . Official time Peter 
Tripp (d.j., WMGM, New York) 
stayed awake: 201 hours, 10 minutes 
. . . WBBF, Rochester, reports using 
a single rate card since Ma\ . 1958 
. . . Miehael Nidorf, international 
tv administrative and programing 
man, narred American program rep- 
resentative of Radio Luxembourg 
(London) Ltd. . . . Tele-Broadeast- 
ers w^ill hold a sales-management 
meeting 16-17 February at the Shera- 
ton-East Hotel, in New York. 

Anniversary notes: WSIX, Nash- 
ville, celebrating its 32nd birthday 
. . . The Scranton Times news, heard 
daily over WEJL, Scranton, Pa., 
launches its 37th year of news cov* 
erage. 

Kudos: WHDH-AM & FiAI, Bos- 
ton, presented with an award from 
the Governor for its farm safety pro- 
gram . . . Frank Ford, of WPEN, 
Philadelphia, presented w^th the city's 
Fellowship Award for 1958 . . . 
KDET, Center. Tex., first prize of 
small city stations in Carnation's pro- 
motion and merchandising contest. 

They were eleeted: At the meeting 
of American Broadcasting Stations, 
Helen S. Mark, to president; Wil- 
liam Quarton, executive v. p.; 
Helen Jetst, secretary; and Helen 
Herrmann, treasurer. Quarton M'as 
also elected to the board of directors 
and becomes operating head of the 
broadcasting properties . . . Ann 
Corrick, assistant bureau chief of 



64 



SPONSOR • 7 FEBRUARY 1959 



the Washington News Bureau of 
West ingho use Broadcasting Co., 
named secretary of the executive 
board of the Kadio-Tv Correspond- 
ents Association. 

Station stafTers: K<'niietli llastie^ 
appointed manager and Beryl Star- 
buck, to sales manager of WMT, 
Cedar Rapids . . . Cliff Gill leaves 
KBIG. Cataiina after seven years as 
v.p., to head company building KEZY, 
Anaheim. Cal. . . , Len Corwin, to 
v.p. in charge of sales, WCRB, Bos- 
ton . . . William l*age, named gen- 
era} manager of WEZL, Richmond. 



NETWORKS 



To he or not to be, that was the 
question posed before the RTES 
Seiiiiiiar liinelieon last Meek by a 
network president and an inde- 
pendent group v.p, 

Arthur Hull Hayes, president, 
CBS Radio, said that a network fur- 
nishes stations with what they cannot 
do at aH; what they cannot do as 
well: and what they cannot do eco- 
nomically. 

Regarding the national advertiser, 
here's wiiat Hayes said a network can 
offer: 

1) Efficiency of a single contract; 
21 single examination of a program 
and talent; 3) uniform time across 
Ihe country; and 4) economy via pro- 
gressive discount. 

Speaking in behalf of independent 
radio. A. W. Dannenbaum, v.p. in 
:harge of sales for Westinghouse, 
?aid studies proves that the clue to 
success is local programing and com- 
Tiunit} influence. 

Here's what the advertiser gets 
Ahen buying spots, Dannenbaum 
eels : 

1) The best times of day for the 
Darticular product; 2) the best local 
jcrsonality in each market; 3) the 
:)est market for the season of the 
.ear; and 4) ability to put special 
•mphasis on markets with special 
)roblems. 

riie Tv Code Review Board put 
1 10-seeon<l limit on the time 
ise<l to identify prodiiets given 
tway on andienee pai*tieipation 
ihows. 

Here's how the board phrased it: 
'^Reasonable and limited identifica- 



tion of contest and award prizes (10- 
scconds) shall not be included as 
commercial time. Any oral or visual 
presentation eon(xrning the product 
or its donor, over and l)ey*)tul this 
limit, shall be included as commercial 
tmie. 

Robert Hnrleigli, news v.p. at Mu- 
tual told broadcasters to get "their 
heads ont of the clouds" and gird 
th(*mselvcs for the battle for this 
year's advertising dollar. 

Speaking before the S. C. Radio 
and Tv Broadcasters Association last 



week, llurlcigh (^xpresse*l what Mu- 
tual feels ts the basic eause of most 
l)r<ia<l<»asters' hea<laehes: lark <if 
liard-eore realism au<l faet- 
faeiujj, 

"Print media arc positive in their 
battle plans, but radio." Hurleigh 
noted, "it not. The day *)f programing 
with 10 t(jp tunes is over."' 

Servie<» and <*ouininnity eon- 
sciousness, lie emphasized, were the 
key words t*> broadcasters' future — in 
radio or tv. 

I'lie l*syehohigieal (]<irp,, in its 



YOU'RE ONLY 

HALF-COVERED 

IN NEBRASKA 




IF YOU DON'T USE KOLN-TV! 



Hi 



iCHBBIE 

This is Lincoln-Lond — KOLN-TV's NCS 

No. 3. Figures show percenloges of TV 5555^? 
homes reoched weekly, doy or night. ^3^aQ 



NO OMAHA STATION COVERS IINCOINI 
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1956 

WtIO TV — CtAND «A«OS KAIAMAICX} 
WtJO KAOO^KALAMAlCXJlAniE CIEO 

wwiv — CAOilUC mjCH«;*n 

KOIW TV— UNCOtH. HIUASXA 



1957 

K* Jlltl 



1958 

•o« rw Ait urr, sr 




iNel)raska lias two big inarkels. One is the 
exlrenie Kast. Tlie otlior is (66 conn- 
lies), \vell*lo-<lo Liiieolii-Laii*!, eoiitaiiiing 
more tlian half tlie buying power of llie 
entire slale! 

Three top TV stations are l)attlinp for 
raiiiigs in the extreme Kai^tern markei 
(anfl. naturally, slieiiig the pie three 
ways), hi Lineoln-LaiHl. lliere are no siieh 
goings-on. The iS'CS ^3 map slioivs clearly 
that KOLS'TV the ono'aml'Only station 
that covers this tvealthy area. 

Ask Avery-Kno«lel for ihc faets on 
KOLN-TV — the Offirial Hasir CBS 
Onllel for South Central Xel^raska and 
Northern Kansas. 



KOLN-TV 

CHANNEL 10 • 3U,000 WATTS • I0OO.rT. TOWH 
COVERS IINCOLN-IAND — NEtKASKA'S OTHEB tlO MARKET 
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latest Brand Barometer quarterly, 
surveyed 1,000 housewives on tiie 
subject of daytime tv. 

The response to the leading day- 
time network personalities I-like- 
most question broke down this way: 
Personalities 



Network 

NBC TV 
CBS TV 
ABC TV 



Enjoyed Mosl 

76.5% 
51.5% 
1 \.27< 



IVetwork programing note: Moni- 
ing Playhouse^ a filmed drama series, 
has taken the place of For Love or 



Money on CBS TV (weekdays, 10- 
10:30 a.m. ) because of alleged 
''^ggMig tlie decimal machine 

used on the show to determine the 
size of cash prizes awarded contest- 
ants. 

New business on NBC TV: The 
Mennen Co., (W&L), as predicted, 
will sponsor alternate weeks of Drag- 
net and one-half of Cimarron City 
. . . The Bauer & Bhiek division of 
Kendall (Burnett) has placed a 52- 
^\•eek daytime order for alternate Fri- 
da) segments of Concentration. 



9 MdWplu! mihf 

Ik is BiuioHmcmmi 

Albany — Schenectady — Troy 





Exclusive ABC for mosl of its coverage. 
Investigole . . . write, wire or phone 
todoy! 



THIS NEW STATION 

ALBANY, N. Y. 

is engineered to deliver the market 
covering eastern New York, western 
Massachusetts and parts of Vermont 
and New Hampshire. It provides a 
sales potential of $3,495,571,000.00 
consumer spendable income. And 
that's cash register money! Food sales 
alone are over $615 million; drugs 
over S72 million. 



Represented by VENARD, RINTOUL & McCONNELL, Inc. 



Tliisa 'n' data: The entire crew on 
ABC TV's Jubilee U.S.A. show has 
been awarded stock in Massey-Fer- 
guson, its sponsor . . . Specials 
note : Rcxall Drug will star Sid 
Caesar and Art Carney in an hour 
comedy-variety show via NBC TV, 
3 ^lay. 

Network affiliations: WWOL, Buf- 
falo and WCKI, Greer, S. C, to ABC 
Radio . . . KEVE, Minneapolis. 
WMAX, Grand Rapids and WKLZ, 
Kalamazoo, to Miilual, 



TV STATIONS 



A Columbus, O., judge ruled last 
week that the stale's immunity 
law does not protect radio or tv 
newsmen, bnt extends only to 
press reporters. 

The ruling came in a $3,000 libel 
suit filed by newscaster Bill Jorgen- 
sen of WERE, Cleveland and late of 
WTVN-TV, Columbus, against Bert 
Charles, manager, WVKO, Columbus. 

Results of the ruling: State Senator 
Ray Miller, Jr., is submitting a bill 
to the Ohio legislature asking that 
qualified newsmen on the air have 
equal immunity rights. 

Ideas at work: 

• WMAR-TV, Baltimore, is mail- 
ing a four-page promotion piece to 
advertisers, plugging its Dialing For 
Dollars daily a.m. giveaway show. 
The strip was created for Food Fair, 
produced by the Newhoff-Blumherg 
Agency, Baltimore. 

• WTVD, Durham, N. C, fea- 
tured a miniature fireplug as one of 
the mailing pieces in a series of pro- 
motional gimmicks to timebwyers. 
Station sent out fireplugs, created by 
its agency C. Knox Massey & Asso- 
ciates, to some 500 agency people 
throughout the country. 

• WDSU-TV, New Orleans, to 
celebrate its 10th anniversary, is send- 
ing advertisers three reproductions 
(24x18 inches) of paintings inter-i 
preting city scenes, with this note: 
In New Orleans, WDSU-TV gives you 
the picture. 

• New network named: Edward 
Bailey, of Leo Burnett, Chicago, was 
top winner of the KAKE-TV, KTVC. 
KAYS-TV "Win An Oil Well" con- 
test. His prize : $5,000 cash or a 
royalty share in a producing- Kansas 
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Oil Well lease. His name for the new 
Kansas group: The Golden K Net- 
work. 

• WJZ-TV^, Haltiniorc, has coine 
out with a promotion brochure in 
the shape of a tv camera. Its pur- 
pose: to show advertisers how the 
station, via continuous promotions, 
has made \'iewers aware of it and its 
advertisers. 

• Cutting down on commercials: 
Safeway Markets, sponsors of Sun- 
day p.m. movies on KRCA, Los An- 
geles, has given up most of their com- 
mercial time so that movies could run 
tor a spell, uninterrupted. The show, 
vhich usually runs two hours, car- 
ries only three one-minute commer- 
cials. 

Call letter change: Effective this 
week, KIDO-TV, Boise, Idaho be- 
comes KTVB . . . Const motion 
note: WJXT, Jacksonville, started 
its $750,000 building this week, to 
Le completed January, 1960 . . . 
WIS-TV, Columbia. S. C, is circu- 
lating a bulletin dubbed "The Bull 
Street Journal." which describes ibe 
station's new tower . . . Another new 
ower: WLW-A, Atlanta, is also mail- 
ing a piece, "Look What You're Miss- 
ing," announcing its new tower. 

Thisa ^i' data: With two unsolved 
murders in four weeks in St. Louis, 
KMOX-TV did a remote telecast 
from the city's Police Crime T^abora- 
tory, marking the first time a live t\' 
show originated from those head- 
quarters . . . Business nole: Minne- 
apolis Gas Co. renewed its sponsor- 
rhip of Dinner Time Xews, via 
WCCO-TV, for the fourth consecu- 
li^e )ears . . . Helena Kubenstein 
(Ogilvy, B&M) will sponsor the first 
hour of Open End on WNTA-TV, 
New York . . . Royal Crown Cola and 
i^astleberry Foods, renewed, for 26 
weeks, the Top Ten Dance Party, on 
WJBF-TV, Augusta, Ga. 

Vnniversary note: American Bak- 
eries begins, this week, its ninth year 

'f weather sponsorship via WPIX, 
New York . . . WWTV, Cadillac, 
Mich., celebrating its fifth birthday. 

Kudos: Lester Ran, sales manager 
if KOLN-TV, Lincoln, Nebr., named 
he outstanding young man of 1958 
jy the Junior Chamber of Coni- 
iierce . . . Jack Gilbert, general 
iianager of KHOL-TV, Kearny. Neb.. 



gi\ en a (li>tinguished ser\ i<'e award 
b} the floldrege Junior Cliand)cr of 
Commerce . . . John Diinar, nc-ws 
cameraman on WISA-TV, Milwau- 
kee, named tv newsrcel cameraman of 
the \ear hy the W^isconsin Vress Pho- 
tographers" Association . . . Harold 
Baker, newscaster on \\T"GA-T\\ 
Jacksonville, awarded the Depart- 
ment of Defense Reserve Cooperation 
award . . . The Captain I*uget show 
on KOi>IO-TV, Seattle, recipient of 
the 1938 Sjlvania l\ award for the 
"outstanding local children's program 
in the nation. 

iNews from the personnel front: 
T. H. Peterson, elected executive 

v.p. of WITX. Washington. X, C 

Howard iMorris, named station man- 
ager of KBMB-TV. Bismarck . . . 
James Ferguson, io program man- 
ager of WMCT, Memphis, Tenn. . . . 
Amos Easlrid^e, appointed mer- 
chandising director for KINITV. Oma- 
ha . Elizabeth Dixon, na'^^ed 
acting program director of WRAL- 
TV, Raleigh . . . Lee Gottlieb, to 
assistant managing editor of Tv 
Guide . . . Steve Halpern, to direc- 
tor of exploitation, KENS-TV, San 
Antonio . . . Robert Sokolski, to 
advertising-promotion department at 
WNFAV-TV, New York . . . Ruth 
Hider, to merchandising executi\'e 
for WNBF-AM-FM & TA^ Bingham- 
ton, N. Y. 



CANADA 



The Broadcast Ad\ertising Bu- 
reau's tv division sent a round- 
up of its year-end aeti\ities to the 
37 tv stations of the Canadian 
Association of Broadcasters. 

This report stated that the tv in- 
dustry enjoyed its most profitable 
year in 1958, but that 1959 would 
surpass that year. 

Highlights of the Bnreau^s 
1959 tv forecast: 

• T\' penetration, now reaching 
77/f of Canadian homes, would rise 
to 859? . 

• The tv audience will spend an 
a\ erage of 41 hours a week watching 
tv. 

• With the growth of da\time tv. 
the medium will increase its revenues 
by 15-20%. 

• Number of t\ homes for 1958. 
according to latest BBM estimate. 
3,241,300. 



TRAVELING 
SALESMEN 

— Franchises available in 
many parts of U.S. for men 
with radio, TV or related 
sales experience. Earnings 
$25,000 to $35,000 yearly 
and up, selling and servic- 
ing radio and TV stations, 
ad agencies and news- 
papers. We train. Send 
resume, references to 

Box 10 SPONSOR 



IT'S a mv. 



1859— John H.Gregory discovered the first 
gold lode in Gilpin County, Colorodo... 
The populotion of Denver was 4,7261 

1959— Populotion of the Denver TV cover- 
oge oreo served by Chonnel 9 is 
1,479,500 people who hove o spend- 
oble income of $2,803,077,000! 

IT'S iiLso K m:\ 

One day spot saturation on Channel 9 
for Denver Car dealer resulted in 
42 new car sales in one day. A 
new record! 

Channel 9 personalities promoted kids 
theatre party and outpulled com- 
petition's identical promotion . . . 
same day, same time— two to one! 

THE mi IS... 

For the best buy in Denver 



KBTV 



CHANNEL 



THE FAMILY STATION 



9, 




Join the Rush To The Rockies 
Come to Co/oroJo In '59 . . . 
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Merger: In line with the move b) 
Atherton & Currier and Kastor, Hil- 
ton. Chesley & Clifford in the States, 
the agencies' Canadian affiliates were 
also consolidated. New name: Brad- 
ley, Venning, Hilton & Atherton, 
in Toronto. 

Ideas at M ork : 

• Mugs on the loose: As part of 
a promotion for Nescafe's new in- 
stant coffee, Okanagan Radio 
(CJIB, Vernon: CKOV. Kelowna; 
CKOK, Penticton, all B.C.) offered 
free coffee mugs to listeners, with 
caricatures of the station's personali- 
ties drawn on them. Total amount 
of mugs on the loose to date: 2,200. 

The same group of three stations is 
sending out market facts to adver- 
tisers and agencies, describing the 
business, population and financial 
status of Okanagan Valley. 

• The spotlight on public service: 
CHAB, Moose Jaw, Sask., presented 
its annual "Citizen of the Year" and 
**Sportsman of the Year'' awards to 
local people contributing most to the 
community, and toward improving lo- 
cal sports and recreation. Station 
chose a panel of judges to select the 
winners. 

Thisa 'n' data: Educational tv 
across the border: If the costs and 
suitable facilities can be worked out, 
CBC will present a series of national 
school telecasts in 1960 . . . CJON, 
Newfoundland, completed its test op- 
erations on a 10.000 watt transmitter, 
and has doubled its power . . . Busi- 
ness note: Revlon has renew^ed. for 
another 13 weeks, its exclusive radio 
campaign via CJMS, Montreal . . . 
Birthday note: CKCW-TV, Mono- 
ton. N.B., celebrated its 4th year via 
an anniversary contest pulling more 
than 16,000 responses. 

On the personnel front: John 

Sayers, general manager of C-FUN, 
Vancouver, elected chairman of the 
Ad and Sales Bureau of the Van- 
couver Board of Trade ... J. Stuart 
MacKay, appointed v.p. and manag- 
ing director of All-Canada Radio and 
TV Limited . . . John Moore, to di- 
rest CHLO, London . . . Jack Lid- 
die, to director of public services at 
CKLW, Windsor-Detroit . . . Men- 
gie Shulman, to i^eneral sales man- 
ager of CKRM, Regina, Sask. . . . 
Dorothy Gill, to media manager of 
K&E, Ltd., Toronto. ^ 



RADIO STATIONS 

{Cont^d from page 41) 

ratings. If the station's ratings con- 
tinue going up, its over-all perform- 
ance figure will top 200, which is the 
theoretical maximum any station can 
receive. 

After the audience measurement 
figures, the next most important fac- 
tor evaluated is what is called the 
"broadcast/advertising ratio." Per- 
fect score is eight, or 4% of the total. 
It refers to the amount of advertising 
carried. The fact that a station is 
popular with advertisers is considered 
a plus sign. However, a station is 
penalized for over-commercialization 
as well as the fact that not many ad- 
vertisers buy it. Over-commercializa- 
tion comes into the evaluation in an- 
other factor — "length of commer- 
cials." It counts against a station 
when it runs overlong commercials. 

Other major factors are general 
programing, news service, multiple 
spotting, quality of announcers and 
station audience promotion. All have 
perfect scores of five except the last, 
which has a four. The latter refers to 
off-the-air promotion. Another fac- 
tor, "broadcast/station promotion ra- 
tio." refers to on-the-air promotion. 

After all the factors are evaluated 
they are totaled to provide a perform- 
ance value. While audience figures 
are recalculated every two months, 
other factors are re-evaluated every 
six months or so or whenever the 
situation indicates a major re-evalua- 
tion is needed. Trend charts are kept 
for both performance values and 
audience ratings. 

The job does not end there. Since 
the value of a station -is obviously re- 
lated to its cost, a final step involves 
dividing each station's performance 
value by what the agency calls the 
"controlled price per minute." The 
latter is the 52-time cost. 

Dividing the performance value by 
the minute price gives a "ratio in- 
dex." In the actual calculation, the 
performance value is cut in half so 
that the quotient is under 10, which 
Rich considers a workable maximum. 
It can he seen that a high perform- 
ance value combined wnth a low price 
per minute will give a high ratio in- 
dex and vice versa. There is usually 
a rough correlation between perform- 
ance value and rates. That is, they 
are either both high or both low. 



This is natural since both are deter- 
mined primarily by audience size. 
However, this does not mean that the 
ratio index figures for all stations 
are about the same. 

The most recent figures show that 
the station with the highest perform- 
ance rating has the lowest ratio index 
by far. This is because its rates are 
considerably higher than the other 
stations. In general, the rate spread 
is much greater than the performance 
value spread. Some of the stations 
with the highest ratio index are those 
with the lowest performance ratings. 
While the agency keeps a ratio index 
figure for each station as a general 
comparison, a separate ratio index 
figure is calculated for each buy. 

While an ingenious and profession- 
al job, the JNR evaluator is obvious* 
ly open to disagreement. In the key 
factor of audience size, for example, 
it can be argued that a station with a 
big signal and a large audience out- 
side a metro rating area is under- 
valued. Both Hooper and Pulse 
measure central city areas and, while 
Nielsen measures these plus-station 
totals, the more familiar Nielsen 
metro area data are often used. 

It is also likely that no two agen- 
cies would come up with the same 
figures in setting the relative values 
of the various factors evaluated. One 
might set a higher figure on mail 
pull, another a lower figure, etc. 

Rich and Jaffe concede that judg- 
ment plays an important part in set- 
ting up an evaluator. They also point 
out that its value is primarily for cli- 
ents out to reach a mass audience. 

"If you want to reach a high in- 
come, professional male audience," 
said Rich, "you wouldn't use the 
evaluator. You'd buy from the sta- 
tion that attracts that kind of audi- 
ence, perhaps an fm station. 

Finally, the pair pointed out that 
the evaluator is not adaptable to tv. 
"When you buy radio," explained 
Jaffe, "you don't buy programs. 
Your commercials are scattered 
around. Therefore, you need an over- 
all station evaluation. With tv, you 
want a specific show or adjacency." 

What is valuable about this new 
tool, said the two agency men, is that 
(1) other factors besides ratings are 
taken into account, (2) there is a 
consistent approach to station evalua- 
tion and (3) subjective feelings are 
minimized. ^ 
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MUFFLERS 

{Conl*d from page 39) 

• Third letter to same mailing 
signed hy Paar. 

Tlie letters describe the plan for 
dealer cut-ins. During tlie last 11 
seconds of the connuercial, l^aar 
turns to a rej^lica of the curb sign. 
His "here is where you can get them'' 
pitch is geared to film footage or 
cutting away to a local slide cut-in. 
Price to each dealer is the local sta- 
tion operation cost, ranging from 
SIS to $27.50. 

Sales supervisors were briefed on 
how to sell tliis service to the dealers. 

Next step: to capitalize on the im- 
pact of this localized carry-through 
by making every dealer an "expert"' 
t muffler installation. What with 
he trend toward more and more in- 
tallations at service stations, this was 
a must, according to Maremont ad- 
men. 

The plan: a series of '*Magic Muf- 
fler" meetings, in Maremont's revved- 
jp merchandising parlance, designed 
specifically for dealer instruction. 
\\ere, wholesalers and jobbers had to 
>e sold on the advantages of sponsor- 
ng these meetings. Already under- 
xa^\ tliev represent the first mass 
lealer meetings ever staged in the 
nuffler industry, Wolfson says. 

Meanwhile, salesmen are busy get- 
ing dealers to put the tv ''toppers" 
m their curb signs in anticipation of 
he 26 February kickofT on Today. 

Each salesman and distributor is 
dso equipped with a kinescope of 
he Maremont acid test comn^ercial. 
The pitch, w'bich Hugh Downs will 
leliver on the Paar show and Jack 
^escoulie w ill do on Today ^ shows 
he effects of exhaust acids on two 
nufflers — the regular steel tvpe and 

Maremont alloy-coated muffler. 

"The live tests will not only be con- 
incing proof for the consumer," 
Volfson feels, "but should help in- 
rease retail distribution outlets." 

Trade advertising is another means 
f t\ing the whole thing together. 

Maremont has no intention of los- 
tng any of the promotional advan- 
ages tv will give them. The company 
jnll be batUing 14 brand names and 
lany accelerated budgets. 
• In 1958 the muffler industry spent 
" lore for consumer advertisinor than 
1 any previous years. The estimated 
gures : 



Radio— S275-300,0()0 
Spot tv— $500,000 
National magazines — $225,000 
Trade publications— $225,000 
The trend to service station installa- 
tion of inufilers largely accounts for 
this increased use of consumer UKnlia. 
Ser\'icc station business now accounts 
for 55'? of Maremont's total; repair 
shops, 35 /r, auto dealers, 10%. 

Historically, this rejjresents a 
switch. Maremont began as a small 
blacksmith shop in lull jHoducing 
wagons, truck bodies and leaf springs 
for horse drawn streetcars and for 



some WV^lls Fargo roatlu*>. Now the 
comjnni) has 10 j)lants with some 
3,000 tMnplo)ecs and dues business 
around the world. 

The record year for Maremont was 
1957, Net sales r(;aehe(l a i)eak of 
$30,031,566, a 12' increas(* o\cr 
1956. The 195[J net sales \\ill be 
coin])arable, Allhongh the actual sales 
trend ma\ have been down somewhat, 
unit prices were uj) slightly o\cr 1957. 
Hut the 1959 forecast is for another 
record )(*ar, and many of the lioj>es 
are pinned direct!) on the imj^act of 
tele\isron. ^ 



Tine tAtaJb 







Oscar Mayer's 
dollar buys more 
on WKOW 



. . Our 75ih Aniiivcisai) 
sales campaign on WKOW 
was made c\*cn more clfcc- 
livc by the coni]>lclc and ag- 
gressive merchandising help 
provided by \VKO\V\s Mer- 
chandising Director Jim Mil- 
ler. His calls on grocers, his 
success with display installa- 
tions and his thorough cov- 
erage of the trade ^vith mer- 
chandisin"* letters added im- 
measurably to the selling im- 
pact of the cam]>aign.'* 

Clay Kent 

Sales Promotiofi Manager 
OSCAR MAYER & CO. 



We are pioinJ of the jxnt ire played 
i)! yonr 7UJi arnihersary (eJchration. 
Tliauh yon, WJierry, Baker sir TiJdeti, 
Inc. for tJiis opportunity to piove that 
IFA'Oir-TF is fnst in seUing a buying 
Madison and southern Wisconsin. 

Hen I lovcl 



General Manage) 



WKOW 

MADISON, WISCONSIN 



RADI0 10 KWat1070l 
TV G 
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Industrial Crescent 




A Vast 
Urban Complex 



WORK, EARN 
and SPEND. 

and it's dominated by 

uufmy-tv 

GREENSBORO, N. C. 




BgtiC SInte 1f4t 

Repre^enfed by 
Harrington, Righfer & Parsons, Inc. 
New York • Chicago • San Francisco • Atlanlo • Boston 



THE OLD WEST LIVES miN... 
AT 

EL RaNCHO VEGAS 




Las Vegas, Nev — DUdley 2-1300 
INDIVIDUAL BUNGALOWS ON 66 SPACIOUS 
ACRES CiEDICATED TO YOUR MODERN COMFORT 
BUT STRESSING WESTERN ATMOSPHERE. 



... the world famous OPERA HOUSE THEATRE 
RESTAURANT presents nightly the greatest names 
in show business in lavish productions reminis- 
cent of the exuberant Frontier Days. 



Phone Direct for Reservations 
New York San Francisco Los Angeles 

LOngacre 3-6149 YUkon 2-7105 BRadshaw 2-3366 
Beverly Hills Chicago Miami Beach 

BRadshaw 2-3366 MOhawk 4-0111 jEfferson 8-0591 
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Tv and radio 
NEWSMAKERS 





Samuel Thurm has been promoted to ad- 
vertising v.p. of Lever Brothers Co., suc- 
ceeding Henry Schachte. (See Newsmaker 
of the Week, page 6.) He has been with 
Lever Bros, since 1956, serving as media 
director, and for the past year, general 
manager of the advertising services divi- 
sion. Prior to this, Thurm was associate, 
media director of Y&R. a position he held 
for four years. He was also formerly research director of Eversharp. 
A Dartmouth graduate. Thurm holds a masters degree from Columbia. 

Stephen C. Riddleberger is the new v.p. 
in charge of ABC's o&o stations. He has 
been v.p. and comptroller of ABC and as- 
sistant treasurer of AB-PT since October, 
1957. Riddleberger joined ABC in 1952 
as radio budget officer. He was promoted 
successively to administrative assistant of 
the tv program department, administrative 
manager of the department, member of the 
cost control unit, business manager for ABC Radio, and in March, 
1957, Riddleberger was elected administrative v.p. of ABC Radio. 

Stanford Meigs has been appointed di-, 
rector of TvB's Central division, with head-' 
quarters in Chicago. He comes from ABC 
TV where he was an account executive in 
their Central division. Prior to joining' 
ABC in 1954, Meigs was an account ex 
ecutive with the Leo Burnett Co. for foui 
and one-half years, one of which he served 
as manager of their New York office. Ac 
cording to TvB's "Pete" Cash, the opening of a Chicago office wil 
speed up "the flow of tools available in television to advertisers.' 

Harry F. Schroeter has been named di- 
rector of the newly established general 
advertising department of the National 
Biscuit Co. He joined Nabisco in 1945 as 
assistant advertising manager, later became 
director of media and executive assistant 
to the director of advertising, and in 1956. 
was named director of advertising. A grad- 
uate of Princeton University, Schroeter 

also spent five years with Procter & Gamble. In his new position, hi 
will coordinate the advertising activities of all Nabisco departments 
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MORE WOVBUGS for your bankroll! 



Agency personnel all over America are saving them — because the ones 
who save the most Wovbugs will receive — 

A FREE ROUND TRIP TO ROME VIA KLM AIRLINES*A 14-DAY WEST 
INDIES CRUISE FROM NEW YORK VIA THE HOME LINES "ITALIA" 

These are first and second prizes respectively. But there are loads ol 
other sensational prizes, too. Like a 1959 Royal Portable ^pewriter; 
many beautiful Helbros watches; dozens of magnificent Italian ceramics 
and glassware. 

Wovbugs are so easy to save. They're everywhere. On all WOV ads — 
all WOV literature — even on the envelopes and letters we send. There's 
nothing to write. Nothing to buy. Just save the most Wovbugs by Feb. 12, 
1959 and you win. 

Wovbugs are the world's finest people. So save them and good luck! 





WOV, 



NEW YORK — ROME 
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jlPl SPONSOR 
^ SPEAKS 

Mr. Canada Retires 

To hundreds of broadcasters, agency executives, station 
representatives, trade paper men and syndicated film and 
transcription salesmen, Mr. Canada himself can only mean 
Harry Sedgwick of Toronto. 

Mr. Canada has just announced his retirement. He leaves 
CFRB where lie has served as station manager, general man- 
ager, and president since 1931. 

Harry is a remarkable man. He reactivated the dormant 
Canadian Association of Broadcasters (CAB) in 1935 and 
for more than a decade served as its president, prime mover 
and pal to everyone pre^^ent. Joy flowed like a fountain from 
Harry's suite after the meetings. 

He was a militant fighter for the privately owned stations 
in Canada against the then omnipotent CBC. He was instru- 
mental in getting bigger increases for privately owned sta- 
tions throughout the dominion and more recently was a 
strong factor in bringing about a separate broadcast gov- 
erning body outside the CBC. 

During World War 11 he was head of the Canadian War 
Information Board and headquartered in New York City. 
He helped establish BMI in Canada. 

Through this all, Harry was a vital broadcaster. His CFRB 
became the best known and dominant privately owned station 
in Canada. 

With Harry another veteran, Lloyd Moore, retires; To- 
gether they represent more than a half century of top broad- 
cast service. 

Happily, though, as they take their bow, their dream of 
more privately-owned stations looks closer to reality than 
ever. That must be a heart-warming thought to them. 

Don't forget to show up at the next CAB meeting in 
Toronto, Harry! 

THIS WE FIGHT FOR: The same type of 
vigorous leadership and strong management by 
radio and tv station operators tvhich Harry 
Sedgwick has represented. Only such leadership 
can insure the continued health of the air med^a. 





lO-SECOND SPOTS 

Daytime audience: A New York 
adman's wife dropped into the local 
Chinese laundry to pick up her hus- 
band's shirts, noticed entire Chinese 
family grouped around a portable tv 
set. "Must be a good show," the ad- 
man's wife remarked. "Soapy opera," 
said the laundryman. 

Chain reaction: An agencygal 
passed this along to us: A bartender 
is a man who knows a great deal 
about very little and who goes along 
knowing more and more about less 
and less until he knows practically 
everything about nothing . . . An ad 
manager is a man who knows very 
little about a great deal and keeps on 
knowing less and less about more and 
more until he knows practically noth- 
ing about everything . . . An account 
executive starts out knowing practi- 
cally everything about everything but 
ends up knowing nothing about any- 
thing due to his association w^ith bar^ 
lenders and ad managers. 

Natives are restless: From WNEW- 
TV,N.Y.C.,the following program cor- 
rection— "7:30 p.m. Kill: WHITE 
HUNTER, Insert: TRANSPORT 
WORKERS UNION, Safari bearers 
going on strike? 

Definition: Model agency — hangout 
for the beaut generation. — Phil Stone, 
CHUM, Ontario. 

Inventive: When a radio script at 
WGST, Atlanta, called for sound ef- 
fect of a man diving into a lake, en- 
gineer Harlan Skarpalezos tried every- 
thing from dropping various items 
into a tub of water to mixing in elec- 
tronic effects. As a last resort, he 
took a tape recorder over to the swim- 
ming team workout at the Georgia 
Tech pool and got it just right. 

New saws: Phelps Mfg. Co., crea- 
tors of point-of-sale displays, has 
come up with some new ones for 
its "Let's Have Better Mottoes As- 

55 

soc. 

''It's a nice day — let's louse it up 
some way." 

"Our necessities are few — our wants 
endless." 

"As a last resort, use common sense." 

Definition: CBS Radio's Art Link- 
letter tells of the little girl who, when 
asked what a lady was, said, "A lady 
is like Mommie when she is good." 
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NINE Of THE TOP TEN 
NETWORK PROGRAMS 





Nielsen shows KBET-TV first in networK 

UA 



2ck 

CENTURY- FOX 



Father Knows Best 
Have Gun -Wm Travel 

Perry Mason 
Zane Grey Theatre 
Wanted Dead Or Al.ve 
Gale Storm Show 
Gunsmoke 
Danny Thomas Show 
9-38.1 The Texan 



1- 46.5 

2- 46.3 

3- 43.5 

4- 43.2 

5- 43.0 

6- 42.0 

7- 39.3 

8- 39.2 



REPUBLIC 



. . . firsf in movies 



R K O 

PCIURES 

V 





COLUMBIA 





. . . firsf in syndicated shows 

FIRST IN SACRA/WENTO-STOCKTON 
Ihird Largest Market I 



TOP FIVE MOVIES* 

Great ^Aovie: 

1- 20.3 Saturdays 

2- 18.8 Fridays 

3- 17.9 Sun. Afternoons 
4_17.1 Mondays 
5—12.9 Wednesdays 

FOUR OUT OF SIX TOP 
SYNDICATED PROGRAMS 

1 -29 8 Jeff's Collie/ 

Death Valley Days 

2- 28.6 Sky King 

3- 25.9 Ten-Four 

4- 24.3 Highway Patrol 

*yiclscn Station Index 
Xoo. 1958 

Table 1. Metro Area 



Night 



STATIONS 



TOTAL AREA SET COUNT: 439,220 



6-9 P^A 

%" 

KBET-TV I', 41 

Station "B"',! 31 
Station "C"|| 19 



7. 

V' 



CHANNEL 10 




SACRAMENTO 



rrfll H.P Tfilfivi.i/OH. Inc. tr»r Ctirre^nf Avnils 



